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We  admit  it 


We're  not peifects(yet) 

Here  at  the  flhes  Union  in  ^ 

Albany,  NY,  we  take  Our  ' 

5«7|(|Kg//5/w  seriously.  Ov^  ^ 
fello^'oi^hiists  feel  the  same  sp( 

team  o 

way.  That's  why^  won  11  hostage 

*■  in  a  Uni 

awards  for  writing  arid. 

graphic  arts  in  the  latest^ e 


AMONG  THE  Awards 
WERE  A  PAIR  OF 

First  Places: 


graphic  arts  in  the  latest 
New  York  State  Associated 
Press  Awards  cortjpMtion. 


The  Times  Union 
honored  in  seven  qfeighf^ 
reporting  categories  among 
those  injfiie  50, 000  to  v 
150,000  circulation  category, 
of  Jive  graphics 
categories  among  all 


newsvatmmmeiLDO, 000, 


spot  News  Reporting- 

team  coverage  of  a  gunman  taking 
hostages  and  wounding  one  student 
in  a  University  at  Albany  classroom. 

• 

Editorial  Cartoons- 
by  Rex  Babin 

We  were  also  recognized  by  the 
judges  in  Depth  Reporting,  Sports, 
Columns,  Graphic  Illustrations, 
Graphic  Spot  News  Presentation, 
Graphic  Non-Deadline  Presentation, 
Features  and  Continuing  Coverage. 

That’S  not  perfect... 
but  we’re  working  on  it. 
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•4  Politician  wants  paper  to  disappear  page  9 
•  Trendsetting  British  tabloid  closes  page  13 
•  Trademarks  and  the  press  pullout 


usner 


The  Difference  Betmeen  Sfachs  of  Information 


Company 

& 

industry 

information 


Quotes, 
Market  Data 
& 

Analysis  . 


anti  Information  Stached  in  Vour  Favor. 

Get  smart  answers  to  tough  questions— fast— ¥fith  the  world’s  most  useful  business  library. 


Decision  makers  in  business  need 
immediate  access  to  the  best  informa¬ 
tion  possible,  including  corporate 
reports,  industry  and  market  data. 

Dow  Jones  News/Retrieval®  is  a  massive 
online  business  library  with  more  than 
45  million  documents  drawn  from  nearly 
3,000  key  business  and  financial  publica¬ 
tions.  And  it’s  the  only  online  service 
offering  the  impressive  combination  of 
The  Wall  Street  Journal,®  The  New  York 
Times,  The  Los  Angeles  Times  and  The 
Financial  Times.  It  also  gives  you  a  direct 
link  to  the  Dow  Jones  News  Service  and 


Dow  Jones 

News /  Retrieval* 

1-800-507-8369  ext  225 

http://bis.dowiones.com 


the  best  business  newswires,  plus  stock 
prices  and  other  key  financial  indicators. 

News/Retrieval’s  powerful  search  engine 
and  easy-to-use  software  help  you  quickly 
scan  information,  sort  it,  and  identify 
Just  what  you  need.  It’s  an  in-depth 
resource  that  goes  beyond  just-the-facts 
to  deliver  true  insight — the  basis  of 
smart  decisions  in  any  organization. 

Get  3  hours  free*  plus  free  access 
software  for  you  or  your  entire  company. 
Find  out  why  PC  Magazine  said: "If  busi¬ 
ness  is  your  business,  Dow  Jones  is  your 
online  service.” 


*One  time  offer  to  new  U.S.  customers  only.  Time  is  per  account,  and  must  be  used  witiiin  30  days  after  receipt  of  password.  Free  hours  means  that  you  will  not  be  charged  character-based  information 
charges  for  information  you  retrieve  during  the  free  hours.  However,  certain  sources  have  charges  in  addition  to  character-based  information  charges,  which  are  excluded  from  the  free-time  offer. 
Telecommunications  charges,  if  any.  not  included.  ©1995  Dow  Jones  &  Company.  Inc.  All  rights  reserved.  Dow  Jones  News/Ketrieval  and  The  Wall  Street  Journal  are  registered  trademarks  of 
Dow  Jones  &  Company,  Inc.  All  other  products  nrventioned  are  the  traden^rks  of  their  respective  companies. 


Editorial  Cartoonist,  Louisville  Courier-Journal 


and  funny  and 
sometimes  deeply 
moving.  For  one  so  young, 
he  has  a  broad  range  of  experience  ~~ 

and  emotion.  Best  of  all,  he  brings  younger 
readers  to  our  page,  makes  them  laugh  and  helps 
them  engage  with  the  news.  That’s  very  special.” 

—  Keith  Runyon,  editor  of  opinion  pages,  Courier-Journal 

Starting  January  1st,  four  editorial  cartoons  a  week. 

For  rate  and  availability  call  800’879-9794. 
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JANUARY 

1  8-20  —  Suburban  Newspapers  of  America  Editorial  Conference, 
Inter-Continental  Hotel,  Chicago 

1  8-20  —  Northwest  Missouri  Press  Association  Convention, 
Downtown  Holiday  Inn,  St.  Joseph 

25-27  —  University  of  Tennessee/Tennessee  Press  Association 
Press  Institute  &  Winter  Convention,  Sheraton  Music  City,  Nashville 

FE8RUARY 

1  -3  —  New  England  Press  Association  Convention  and  Trade  Show, 
Marriott  Copley  Place  Hotel,  Boston,  Mass. 

2 1  -24  —  Interactive  Newspapers  ‘96  Conference,  Hyatt  Embar- 
cadero,  San  Francisco 

22-24  —  Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Holiday  Inn  Sun  Spree  Resort,  Fort  Myers,  Fla. 

25-27  —  Association  of  National  Advertisers  Advertising  Man¬ 
agement  Conference,  Westin  LaPalma,  Tucson,  Ariz. 

25-28  —  Inland  Press  Association  Key  Executives  Conference, 
Registry  Resort,  Naples,  Fla. 

29-3/2  —  National  Press  Photographers  Association  Digital 
Imaging  Conference,  Adams  Mark  Hotel,  Denver 

MARCH 

1  -3  —  Mississippi  Valley  Classified  Advertising  Managers  Associa¬ 
tion  Convention,  Drake  Hotel,  Chicago 

2- 4  —  Suburban  Newspapers  of  America  Publishers  Conference,  In- 
nisbrook  Hilton,  Tarpon  Springs,  Fla. 

3- 4  —  Newspaper  Association  of  America  Co-op  Conference,  j.W. 
Marriott  Hotel,  Houston 

3-8  —  Newspaper  Association  of  America  Newspaper  Operations 
SuperConference,  Doral  Ocean  Beach  Resort,  Miami  Beach,  Fla. 

1  4-  14  —  Independent  Free  Papers  of  America  Annual  Spring 
Conference,  Holiday  Inn,  San  Antonio,  Texas 
1  4-1  9  —  Inter  American  Press  Association  Midyear  meeting.  Ho¬ 
tel  Camino  Real,  San  Jose,  Costa  Rica 

24-27  —  International  Press  Institute  World  Congress  and  Gener¬ 
al  Assembly,  Amman/Jerusalem/Jericho 

24- 28  —  America  East  Newspaper  Conference,  Hershey  Lodge 
and  Convention  Center,  Hershey,  Pa. 

APRIL 

1  4- 17  —  International  Newspaper  Marketing  Association  Con¬ 
vention,  Banff  Springs  Hotel,  Banff,  Alberta 

1  4- 19  —  American  Society  of  Newspaper  Editors  Convention, 
J.W.  Marriott  Hotel,  Washington,  D.C. 

2 1  -24  —  Newspaper  Purchasing  Management  Association  Con¬ 
ference,  Ritz-Carlton,  Houston,  Texas 

25- 27  —  Tennessee  Press  Association  Advertising/Circulation 
Conference,  Sheraton  Music  City,  Nashville 

24-27  —  Southeastern  Advertising  Publishers  Association  Con¬ 
ference,  Terrace  Garden  Inn,  Atlanta 

28-5/ 1  —  Newspaper  Association  of  America  Publishers  Con¬ 
vention,  Waldorf-Astoria  Hotel,  New  York 
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About  Awards 


SAPA  Awards.  The  Southeastern  Advertising  Publishers 
Association,  a  trade  group  for  free  community  publications, 
recently  presented  honors  for  excellence  to  a  number  of 
newspapers. 

The  Herb  Campbell  award  was  presented  to  Gene  Camp¬ 
bell  of  Steel  City  Corporation  for  outstanding  service  and 
dedication  to  the  free  newspaper  industry. 

The  General  Excellence  award  was  given  to  the  Savannah 
(Ga.)  Penny  saver.  The  Weekly  Leader,  Branden,  Miss.,  won 
for  Most  Improved  Publication.  In  the  Advertising  Promo¬ 
tion  category,  the  Busy  Shopper,  Fort  Oglethorpe,  Ga.,  took 
top  honors. 

The  Advertiser  News,  Hattiesburg,  Miss.,  won  for  Self 
Promotion;  Best  Ad,  black  and  white,  went  to  the  Exchange, 
Fayetteville,  Tenn. 

First  place  for  Best  Single  Ad,  black  and  white,  went  to 
Coffee  County  Newsleader,  Manchester,  Tenn.,  Best  Single 
ad,  one  or  two  colors,  went  to  the  Exchange.  Best  Single  ad, 
three  or  more  colors  or  black  ink,  went  to  the  Flyer,  Tampa, 
Fla. 

New  York  CPA  Awards.  Reuters  and  Time  magazine  are 
winners  of  the  New  York  State  Society  of  Fall  1995  Excel¬ 
lence  in  Financial  Journalism  Award,  awarded  by  the  New 
York  State  Society  of  Certified  Public  Accountants. 

Therese  Poletti  of  Reuters  won  for  her  series  “The 
IBM/Lotus  Deal”  and  George  Church  of  Time  won  for  “So¬ 
cial  Insecurity.” 


In  Brief 


Atlanta  publisher  moves 
to  auto  subsidiary 

DENNIS  BERRY,  THE  publisher  of  the  Atlanta  Journal' 
Constitution,  will  leave  the  newspaper  to  take  over  as  presi¬ 
dent  and  chief  executive  of  Manheim  Auctions,  a  subsidiary 
of  Cox  Enterprises  Inc.,  the  parent  company  of  the  Journal- 
Constitution. 

Manheim  Auctions  is  a  leading  auto  auction  company. 
Roger  Kintzel  will  take  over  for  Berry  at  the  Journal-Consti¬ 
tution.  Most  recently,  Kintzel  was  the  publisher  of  the  Austin 
American-Statesman.  Succeeding  Kintzel  at  the  Statesman  is 
Michael  Laosa,  formerly  vice  president  of  Cox  Newspapers 
Inc. 


Issues  convention 

PARADE  MAGAZINE,  PUBLIC  Broadcasting  Service, 
American  Airlines  and  the  University  of  Texas  have  joined 
forces  to  conduct  a  National  Issues  Convention,  which  will 
include  a  discussion  among  600  voting-age  Americans  and 
the  major-party  presidential  candidates  in  Austin,  Texas. 

The  discussions,  slated  to  take  place  over  several  days,  will 
focus  on  the  economy,  America’s  role  in  the  world  and  the 
state  of  the  family. 
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LEGALLY  SPEAKING 

by  David  A.  Schulz 

The  truth  behind 
the  truth  in 
reporting  proposal 


Senator  Robert  Byrd’s  (D-W.Va.) 
proposal  to  compel  certain 
members  of  the  Washington 
press  corp  to  disclose  their  outside 
sources  of  income  has  created  a  stir,  fo¬ 
cusing  public  attention  on  the  outside 
activities  of  Sam  Donaldson,  Nina 
Totenberg  and  other  press  icons  who 
can  command  lucrative  speaking  fees. 

Hearings  are  being  scheduled  early 
next  year,  and  the  press  cannot  safely 
dismiss  the  Byrd  proposal  as  an  obvi¬ 
ous  violation  of  the  Constitution. 

Senator  Byrd  has  labeled  his  ap¬ 
proach  a  “truth  in  reporting  require¬ 
ment.”  Under  his  proposal,  reporters 
credentialed  in  the  Senate  press  gallery 
would  be  required  to  disclose  annually 
all  outside  sources  of  income. 

The  point,  according  to  Byrd,  is  to 
compel  disclosure  of  conflicts  of  inter¬ 
est  that  may  arise  when  journalists  re¬ 
ceive  substantial  speaking  fees  from 
the  same  groups  that  they  are  covering 
as  reporters;  “The  goal  of  the  amend¬ 
ment  is  simply  to  apply  a  level  of  credi¬ 
bility  to  the  press  that  reflects  the  im¬ 
portance  of  their  profession.” 

Senator  Grassley  earlier  had  en¬ 
dorsed  Byrd’s  rationale,  claiming  “the 
public  has  a  right  to  know  who  in  the 
world  thinks  journalists  are  worth  up 
to  $30,000  for  one  twenty-minute 
speech.” 

While  gaining  attention  on  Capitol 
Hill,  Byrd’s  proposal  has  been  roundly 
criticized  in  the  press  as  a  terrible  idea 
that  would  pose  a  significant  threat  to 
press  freedom  in  the  United  States  — 
a  view  that  has  some  support  in  judi¬ 
cial  precedent.  In  1973,  a  three-judge 


federal  district  court  panel  struck  down 
a  similar  Alabama  state  law.  The  Al¬ 
abama  ethics  statute  required  members 
of  the  press  to  file  a  statement  of  eco¬ 
nomic  interest  disclosing  all  their  em¬ 
ployers  before  being  granted  access  to 
state  pressrooms  and  other  space  set 
aside  for  the  press. 

In  the  case  of  Lewis  v.  Baxley,  that 
statute  was  held  to  violate  the  First 
Amendment  right  of  access  to  state 
events  that  were  open  to  the  public. 
The  court  found  the  economic  disclo¬ 
sure  requirement  impermissible  be¬ 


cause  it  would  “tend  to  have  the  effect 
of  dragging  some  members  out  of  the 
press  altogether  or  to  cause  members  of 
the  press  to  limit  their  other  associa- 
tional  ties  in  order  to  avoid  disclosure.” 

In  1979,  the  Supreme  Court  of  Mass¬ 
achusetts  reached  the  same  conclusion 
in  advising  the  Massachusetts  Senate 
that  proposed  legislation  to  require 
disclosure  of  financial  information  by 
the  press  would  violate  the  First 
Amendment.  The  Massachusetts  court 


(See  Legally  on  page  33) 


From  BNA  Books 


“A  skillfully  fashioned  tool 
which  you  will  want  to  place 
somewhere  between  your 
telephone  and  your  laptop.  ” 

—William  A.  Niese 
Senior  Vice  President 
Los  Angeles  Times 


Know  your  legal  boundaries — 
and  keep  your  actions  defensible. 


This  reference  strengthens  your  case — and  your 
confidence — ^with  case  examples,  court  decisions,  and 
guidance  on  established  and  emerging  areas  involving: 


'  1994 
Order  #0800 
S215 
plus  tax 
and  S&H 


•  privacy  •defamation 

•  news  gathering  and  access  •  intrusion 

•  right  of  pubiicity  •  commerciai  speech 

•  third-party  access  •  confidentiai  sources 
•  and  more 


Schulz  is  a  partner  with  the  law  firm  of 
Rogers  &  Wells  in  New  York  and  a 
professor  of  media  law  at  Fordham  Law 
School.  He  was  assisted  with  this  article 
by  Diana  McBaine,  an  associate  at 
Rogers  &  Wells. 


standing 
Order  Title 


Call  1-800-960-1220 
to  order  on  free  30-day  review! 

BNA  Books,  a  division  otThe  Bureau  of  National  Affairs,  Inc.,  Washington,  D.C.  20037 
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9  Politician 

Wishes  Examiner 
Would  Disappear 

The  former  California  Assembly 
Speaker  Willie  Brown,  now  a  candi¬ 
date  for  mayor,  is  not  pleased  with  the 
scrutiny  he  has  received  in  the  Hearst- 
owned  San  Francisco  daily. 


10 


Think  Tank 
Completes  Its 
First  Decade 


The  Freedom  Forum  Media  Studies 
Center  turns  10  years  old.  Plans  for  the 
upcoming  year  include  moving  into  a 
Midtown  Manhattan  facility. 


B  Trendsetting 

British  Tabloid 
Closes 

Murdoch’s  10-year-old  Today  closes, 
leaving  a  political  vacuum  on  the  na¬ 
tion’s  media  scene. 
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Non  Sequitur 

by  Wiley  — | 


Now  in  350  newspapers 
and  soaring... 

Daily  and  Sunday. 
Daily  is  available  in 
both  strip  and  panel 
formats 


NKomMC.  PlLE^^^AK 


For  rate  and  availability  call  800-879-9794. 
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Ombudsman 

FREEDOM  FORUM  IS  providing  us  with  the  first  full-time  First  Amend¬ 
ment  ombudsman  whose  main  job  will  be  to  represent  the  public  interest  in 
First  Amendment  issues  wherever  they  may  arise.  We  need  him.  Paul  Mc- 
Masters  is  well-qualified  for  the  job. 

There  is  an  amazing  amount  of  ignorance  about  what  First  Amendment 
rights  mean  to  us  and  there  seems  to  be  great  reluctance  among  editors,  who 
should  be  in  the  forefront  explaining  and  defending  the  First  Amendment, 
to  do  just  that,  according  to  McMasters.  We  agree  wholeheartedly. 

He  told  E&P:  “Support  for,  and  appreciation  for,  and  knowledge  of  the 
First  Amendment  by  members  of  the  press  is  no  better  than  that  of  the  av¬ 
erage  public  —  a  fact  that  just  astounds  me  when  I  see  it  in  surveys.  In  fact, 
there  is  as  much  hostility  toward,  ignorance  of,  or  apathy  toward  the  First 
Amendment  among  the  press  as  there  is  in  the  general  population.”  This  is 
mainly  due  to  lack  of  knowledge,  in  his  opinion. 

It  is  understandable  that  some  editors  are  reluctant  to  point  out  the  First 
Amendment  implications  of  efforts  to  prevent  flag-desecration  or  to  restrict 
violence  and  sex  on  television  and  to  determine  the  content  of  children’s 
programs.  These  become  volatile  and  emotional  local  issues  and  become  dif¬ 
ficult  to  explain.  But  they  must  be  explained  in  the  context  of  the  First 
Amendment  or  we  will  be  in  danger  of  losing  those  rights  guaranteed  to  us, 
so  far. 

McMasters  phrased  the  issue  succinctly:  “I  think  we  will  come  to  a  terrible 
pass  in  this  country  if  we  make  a  public-policy  decision  to  limit  the  viewing, 
listening  and  reading  habits  of  the  American  population  to  what  is  accept¬ 
able  for  a  six-year-old  or  a  sociopath.” 

The  First  Amendment  is  working  and  McMasters  wishes  that  the  people 
who  are  attacking  it  could  only  see  that  it  is  working.  “They  come  in  under 
the  protection  of  the  First  Amendment  to  attack  the  First  Amendment 
rights  of  somebody  else,  and  they  never  really  are  quite  cognizant  of  the 
irony  of  that,”  he  concluded.  We  hope  also  that  editors  are  aware  of  it. 


Editors  under  stress 

THE  ASSOCIATED  PRESS  Managing  Editors  group  found  out  how  stress¬ 
ful  their  jobs  have  become  in  their  new  study  of  members  (E&P,  Dec.  2,  p. 
11 ).  About  four  in  10  have  had  a  health  problem  they  blame  on  stress. 

But  the  study  also  found  out  that  because  of  the  pressures  of  their  jobs,  ed¬ 
itors  are  kicking  some  of  their  bad  habits.  The  number  of  smokers  has  de¬ 
clined  from  15%  to  8%.  And  only  9%  reported  drinking  more  alcohol  as  a 
stress-reduction  strategy.  In  1983,  15%  said  they  drank  more  to  relieve  stress. 

If  we  keep  behaving  like  this,  we  may  some  day  be  able  to  bury  the  Hildy 
Johnson  stereotype. 
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Letters  to  the  Editor 


Make  coupons 
available  to 
more  newspapers 


In  praise  of 
‘sound  off’  columns 


I  READ  WITH  great  joy  and  compas¬ 
sion  about  “sound  off”  columns  as 
written  by  James  Hunter  Jr.  (E&P, 
Oct.  28). 

We  have  carried  such  a  column  for 
four  years  now  and  it  is  one  of  our  very 
top  features.  The  readers  tell  us  that 
over  and  over. 

As  I  read  Hunter’s  words,  I  felt  I 
could  have  wtitten  them  myself. 

Our  experiences  have  been  almost 
the  very  same:  the  same  pluses,  the 
same  minuses,  the  same  hot  politi- 


Newspaperdom* 

50  YEARS  AGO  .  .  .  Barriers  to 
the  free  flow  of  news  around  the 
world  were  lowered  by  the  agree¬ 
ment  signed  at  the  British-Ameri- 
can  Telecommunications  Confer¬ 
ence  in  Bermuda.  Cheaper  rates 
were  established  for  press  dispatch¬ 
es.  Greater  speed  in  transmission  of 
press  messages  was  assured.  More 
direct  dissemination  of  news  reports 
by  press  associations  was  approved. 

Gen.  Eisenhower  rescued  Stars 
&  Stripes  from  efforts  of  Generals 
Bradley,  Patton  and  others  who 
wanted  to  curtail  its  freedom  to  re¬ 
port  the  news.  It  was  just  revealed 
that  when  the  service  newspaper 
opened  its  first  German  edition  in 
April,  Gen.  Eisenhower  sent  a  let¬ 
ter  of  congratulations  to  the  staff 
which  said:  “Everywhere  the  sol¬ 
dier’s  own  paper,  with  his  favorite 
cartoons,  the  B-Bag,  comics  and  the 
latest  news,  has  been  brought 
promptly  to  his  camp  or  bivouac 
....  And  so  long  as  it  lives  the  pa¬ 
per  must  remain  completely  free, 
published  by  American  soldiers  for 
their  comrades  in  this  theater.” 

From  Editor  &  Publisher 
Decembers,  1945 


Clans. 

One  story  told  to  me  a  couple  of 
years  ago  proved  to  me  that  the  Sound 
Off  column  was  a  valuable  asset  of  the 
Middletown  (Ohio)  Journal.  A  woman 
had  visited  her  young  son’s  teacher  one 
day  and  was  given  a  report  on  a  revolu¬ 
tionary  ungraded  teaching  program 
about  to  be  put  into  place  that  infuri¬ 
ated  her. 

She  tried  to  go  to  sleep  that  night 
but  couldn’t.  She  was  that  angry.  She 
watched  Letterman,  then  “Nightline,” 
but  still  could  not  cool  down. 

“I’ll  call  Sound  Off  about  this!”  she 
told  her  husband.  He  thought  she  was 
nuts. 

She  grabbed  the  phone,  called  in 
about  her  gripe  about  the  school  deci¬ 
sion,  and  then  went  back  to  bed. 

She  went  to  sleep  immediately. 
Sound  Off  was  the  perfect  therapy. 

Jim  Mills 

Mills  is  managing  editor  of  the 
Middletown  (Ohio)  Journal 


I  FOUND  THE  comments  of  Lynn  Fid¬ 
dle  of  Valassis  Communications,  Inc. 
(E&P,  Oct.  28)  somewhat  amusing  re¬ 
garding  the  coupon  industry’s  efforts  to 
use  newspapers  to  deliver  a  positive 
message  to  shoppers  about  coupons. 

As  one  of  the  many  newspapers  who 
have  been  trying  to  land  the  coupons 
for  our  readers,  without  much  success, 
we  would  be  hard-pressed  to  find  a  pos¬ 
itive  thing  to  say  about  the  current  state 
of  coupon  distribution  policy. 

One  would  think  that  coupon  com¬ 
panies  courting  favor  from  consumers, 
via  newspapers,  might  look  at  the  way 
they  allot  their  product.  In  many  cases, 
newspapers  far  removed  from  larger 
ones  in  their  counties  are  excluded 
from  the  lists  given  out  by  companies 
such  as  Valassis  —  with  little  regard  for 
the  consumer. 

If  Valassis,  News  America  ESI,  and 
the  rest  really  want  to  make  couponing 
as  big  a  deal  as  they  say  they  do,  make 
the  coupons  available  to  more  news¬ 
papers.  When  that  has  occurred,  news¬ 
papers  can  give  that  positive  message 
these  companies  seek,  in  much  greater 
numbers. 

Jack  Williams 

Williams  is  director  of  operations  at  the 
Standard-Speaker,  Hazleton,  Pa. 
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Every  Saturday  since  1884 _ 

Politician 
Wishes  Examiner 
Would  Disappear 

Ex-California  Assembly  Speaker  Willie  Brown,  now  a 
candidate  for  mayor,  is  not  pleased  with  the  scrutiny  he 
has  been  getting  in  the  Hearst-owned  San  Francisco  daily 


by  M.L.  Stein 

FORMER  CALIFORNIA  As¬ 
sembly  Speaker  Willie  Brown, 
who  is  running  for  mayor  of 
San  Francisco,  may  or  may  not 
like  to  see  one  of  the  city’s  two 
dailies  disappear,  depending  on 
what  day  he  was  quoted. 

At  the  San  Francisco  Exam¬ 
iner,  the  newspaper  in  ques¬ 
tion,  there  is  no  doubt  that,  at 
the  least.  Brown  views  it  as  a 
real  pain  in  the  ballot  box. 

Brown,  once  the  most  pow¬ 
erful  figure  in  Sacramento,  is 
running  against  the  incumbent 
mayor,  Frank  Jordan,  the  ex¬ 
chief  of  police.  At  this  writing. 

Brown  was  leading  by  27%  in 
the  polls. 

On  Nov.  5,  the  flamboyant 
politician  was  quoted  in  a  story 
by  Examiner  political  reporter 
Kandace  Bender  as  having 
harsh  words  for  the  media  gen¬ 
erally  and  the  Examiner  in  par¬ 
ticular,  telling  his  supporters: 

“Ignore  the  worst  stuff  they  are 
printing  about  me  in  the  Ex¬ 
aminer.  There  will  be  more  of 
it  in  the  next  72  hours.  1  look 
forward  to  the  day  when  there 
is  no  longer  an  Examiner.” 

Yet  on  Nov.  19,  in  another 
story  by  Bender,  Brown 
shrugged  off  the  remark,  saying 
in  response  to  her  question: 
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met  Jat 


‘Hey, 

where’s 

tax 

credit?’ 


U.S.  troops  heading  in 


Record  growth 

aintofl  in  prison  popi^tion 


“Oh  yeah.  It  was  not  meant  se¬ 
riously.  Of  course  not  ....  I 
want  four  newspapers  publish¬ 
ing  in  this  town.  I  knew  this 
town  when  we  had  four  daily 
newspapers  ....  It  was  won¬ 
derful  to  see.  You  got  perspec¬ 
tive,  you  got  total  coverage.” 

But  Brown  is  plainly  not 
pleased  by  the  Examiner’s  cov¬ 
erage  of  his  candidacy,  particu¬ 
larly  a  series  of  probing  stories 
by  investigative  reporter  Lance 
Williams.  The  would-be  mayor 
won’t  take  Williams’  calls  and 
refuses  to  be  interviewed  by 
him,  demanding  that  the  paper 
send  Bender  or  another  staffer. 
He  will,  however,  reply  to 
faxed  queries  from  Williams. 

At  a  luncheon  meeting  with 
an  SF  Weekly  staffer.  Brown 
reportedly  said  of  Williams: 
“He’s  so  screwed  up.  Those 
guys  are  so  desperate,  so  tragi¬ 
cally  desperate.  They  have  a 
thorough  dislike  of  me  .... 
Williams  is  just  stupid,  he  real¬ 
ly  is,  he  doesn’t  understand 
anything,  he’s  like  a  blockhead¬ 
ed  FBI  guy  that  I  dealt  with.” 

Brown  said  he  refused  to 
talk  to  Williams.  Brown  also 
reportedly  suggested  the  Exam¬ 
iner’s  treatment  of  him  might 
involve  racism. 


(See  Disappear  on  page  23) 
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Think  Tank 
Completes  Its 

First  Decade 

Freedom  Forum  Media  Studies  Center  celebrates  10th  anniversary 
with  plans  to  relocate  to  a  new  $9.4  million  facility 


by  Tony  Case 

IT’S  BEEN  A  monumental  year  for  the 
Freedom  Forum  Media  Studies  Center 
at  Columbia  University. 

In  March,  the  communications 
think  tank  celebrated  its  10th  anniver¬ 
sary  with  a  two-day  conference  featur¬ 
ing  United  Nations  Secretary-General 
Boutros  Boutros-Ghali  and  former 
Canadian  Prime  Minister  Brian  Mul- 
roney. 

New  York  City  Mayor  Rudolph  Giu¬ 
liani  declared  March  19,  “Freedom  Fo¬ 
rum  Media  Studies  Center  Day.” 

And  just  last  month,  the  center  an¬ 
nounced  plans  to  relocate  from  its 
cramped,  hard-to-reach  headquarters 


on  Manhattan’s  Upper  West  Side  to  a 
spanking-new,  $9.4  million  facility  in 
the  IBM  Building  in  Midtown. 

Through  its  well-regarded  residen¬ 
tial  fellows  program,  the  Media  Studies 
Center  has  provided  scores  of  media 
practitioners  the  opportunity  to  write 
books,  conduct  research,  and  investi¬ 
gate,  discuss  and  debate  the  latest  me¬ 
dia  and  free-press  issues.  Former 
Boston  Globe  editor  Thomas  Winship, 
now  a  columnist  for  E&P,  even  creat¬ 
ed  another  press  group,  the  Center  for 
Foreign  Journalists,  during  his  fellow¬ 
ship. 

In  fact,  over  the  last  decade,  the 
center  has  hosted  150  fellows,  generat¬ 
ed  90  books  and  sponsored  dozens  of 


seminars  for  newsroom  managers  and 
journalism  educators.  Besides  all  this, 
the  center  puts  out  a  weighty  quarterly, 
the  Media  Studies  Journal. 

In  its  ads  in  the  trade  press,  the  cen¬ 
ter  implores:  “Start  the  book  you’ve  al¬ 
ways  wanted  to  write  —  and  help  us 
begin  a  new  chapter.”  Such  critically 
acclaimed  titles  as  Three  Blind  Mice  by 
media  critic  Ken  Auletta  and  Den  of 
Lions  by  former  AP  correspondent  Ter¬ 
ry  Anderson  were  produced  at  the 
center. 

Presidents  Jimmy  Carter  and  Gerald 
Ford,  columnist  and  publisher  William 
F.  Buckley  and  the  major  television 
network  news  anchors  are  among  those 
who’ve  addressed  the  center. 


The  Freedom  Forum  Media  Studies  Center,  located  on  the  Columbia  University  campus  for  more  than  10  years,  will  relocate 
next  fall  to  larger  digs  in  Midtown  Manhattan.  The  new  center  will  house  state-of-the-art  broadcast  facilities,  a  200-seat  aw- 
ditorium  and  a  journalism  exhibit. 
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But  the  Media  Studies  Center  has 
always  had  one  rather  significant  prob- 
lem:  It  didn’t  have  adequate  confer¬ 
ence  space  at  the  Columbia  Graduate 
School  of  Journalism  building.  What’s 
more,  the  center  had  trouble  attracting 
media  types  to  its  out-of-the-way  loca¬ 
tion. 

As  the  New  York  Times  put  it  in  a 
story  about  the  impending  move:  “If  a 
tree  falls  and  no  one  hears,  has  it  made 
a  sound?  If  a  foundation  holds  a  con¬ 
ference  and  no  one  comes,  has  it  made 
an  impact?” 

So  next  autumn,  the  center  — 
which  now  occupies  17,000  square  feet 
—  will  move  to  a  50,000-square-foot, 
four-story  base  in  the  heart  of  the  city, 
scant  blocks  away  from  the  likes  of 
Calvin  Klein  and  Ralph  Lauren. 

In  making  the  announcement.  Free¬ 
dom  Forum  chairman  and  USA  Today 
founder  Allen  H.  Neuharth  said:  “This 
will  be  a  unique  blend  of  academia  and 
Madison  Avenue.” 

“The  Freedom  Forum  programs  and 
facilities  will  add  significantly  to  the 
amazing  energy  that  exists  in  the  area,” 
said  Freedom  Forum  president  and 
CEO  Charles  L.  Overby.  “The  Free¬ 
dom  Forum  will  provide  a  home  for 
scholarly  work,  timely  media  discus¬ 
sions,  lectures  and  film  series,  and  his¬ 
torical  perspectives.” 

In  addition  to  various  programs,  the 
new  center  will  showcase  historical  dis¬ 
plays  related  to  journalism. 

The  concourse  and  mezzanine  levels 
will  be  home  to  state-of-the-art  confer¬ 
ence  rooms,  seating  250  and  featuring 
an  lCx8'  video  wall;  an  auditorium  for 
public  events  that  holds  200;  and  a 
technology  laboratory. 

Offices  for  Freedom  Forum  staff  and 
fellows,  as  well  as  a  media  library,  will 
be  on  the  building’s  42nd  floor.  The 
street  level  will  house  journalism  ex¬ 
hibits  coordinated  by  the  Newseum,  a 
$40  million.  Freedom  Forum-funded 
news  museum  scheduled  to  open  in 
Arlington  in  1997. 

Overby  said  that  through  the  new 
conference  center,  the  Freedom  Forum 
will  be  better  situated  to  educate  the 
public  about  the  media,  employing 
broadcast  facilities,  a  rooftop  satellite 
dish  and  fiber-optic  technology. 

The  Media  Studies  Center  will  re¬ 
tain  its  ties  to  Columbia  University 
and  will  initiate  consortiums  with  oth¬ 
er  universities  worldwide,  according  to 
Everette  E.  Dennis,  executive  director. 

“These  new  offices  will  make  it  pos¬ 


sible  for  a  large  number  of  people  to 
take  part  in  our  activities,  while  we  ex¬ 
tend  our  work  to  a  global  audience 
through  fellowships,  conferences,  pub¬ 
lications,  research,  television  and  cy¬ 
berspace  activities,”  Dennis  said. 

In  announcing  the  relocation,  Over¬ 
by  commented  that  the  Media  Studies 


Center  had  been  “well  worth  the  more 
than  $50  million  we’ve  invested  in  it 
over  the  last  10  years.” 

“It  has  been  years  ahead  of  the  curve 
on  every  significant  media  issue  to 
date,  and  we  expect  that  its  vision  will 
continue  to  lead  the  pack  over  the 
next  10  years.” 


Sturm  to  replace 
Black  as  NAA 
chairman  and  CEO 

Newspaper  Association  of  America  board 

promotes  from  within;  names  its 

vice  president/public  policy  to  the  top  job 

by  Debra  Qersh  Hernandez  - 


JOHN  F.  STURM  suggested  his  family 
name  its  new  puppy  Uzal. 

Not  surprisingly,  he  was  overruled  by 
his  two  kids,  who  chose  Jasper,  after 
their  father’s  Indiana  hometown,  but 
Sturm’s  suggestion  did  not  come  out  of 
left  field. 

The  same  day  Jasper  came  home, 
the  Newspaper  Association  of  Ameri¬ 
ca  board  —  chaired  by  Uzal  H.  Martz 
Jr.  —  selected  Sturm  as  its  new  presi¬ 
dent  and  CEO. 

Sturm,  the  NAA’s  senior  vice  presi¬ 
dent/public  policy  and  general  counsel 
since  February  1992,  was  chosen  by  the 
board  of  directors  to  succeed  Cathleen 
P.  Black  on  Jan.  1,  1996. 

It  was  barely  a  week  after  Black  an¬ 
nounced  she  was  leaving  NAA  to  be¬ 
come  president  of  the  Hearst  Magazine 
Division,  (E&P,  Dec.  2,  p.  15),  that 
the  board  met  and  chose  Sturm. 

“I  think,  first  of  all,  it’s  a  sign  of  the 
strength  of  NAA  that  we  could  pick 
someone  from  the  senior  management 
team,”  commented  Martz,  president 
and  publisher  of  the  Pottsville  (Pa.)  Re' 
publican. 

Martz  called  Sturm  “an  integral  part 
of  that  management  team,”  and  praised 
his  work  in  the  public  policy  arena,  as 
well  as  his  grounding  in  marketing,  di¬ 
versity  and  other  key  areas  of  impor¬ 
tance  to  NAA. 

Although  board  members  earlier  in¬ 
dicated  there  was  a  strong  internal 


John  F.  Sturm 

candidate  for  Black’s  job,  Martz  de¬ 
clined  to  comment  specifically  on 
whether  Sturm  was  the  only  candidate. 

Martz  said  the  process  was  “very 
open  and  inclusive,”  with  input  from 
the  board  and  membership. 

“We  went  into  this  looking  at  all  the 
options,”  he  said. 

Sturm  said  that  he  had  thought  that 
at  some  point  this  might  become  an 
opportunity  for  him,  but  was  “as  sur¬ 
prised  as  anyone  at  the  timing  of 
Cathie’s  announcement.” 

“Everyone  figured  it  was  going  to 

(See  Sturm  on  page  18) 
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In  Brief 


Philadelphia  Daily  News 
executive  editor  resigns 

JAMES  M.  NAUGHTON,  executive  editor  of  the  Philadel' 
phia  Inquirer,  has  resigned  and  will  be  replaced  by  Robert 
Rosenthal,  currently  an  associate  managing  editor. 

Naughton  told  the  Wall  Street  Journal  that  he  accepted  a 
Knight 'Ridder  Inc.  buyout  offer  for  various  reasons,  including 
“unrelenting  pressures”  on  the  editorial  side  of  the  business. 
He  has  been  at  the  Inquirer  since  1977. 

Naughton’s  departure  comes  as  Knight-Ridder  seeks  to  find 
a  way  to  boost  profits  in  Philadelphia.  Recently,  P.  Anthony 
Ridder,  chairman,  said  that  the  current  8%  margins  in 
Philadelphia  were  “disappointing.” 

There  had  been  initial  speculation  that  the  Daily  News 
might  be  closed,  but  company  officials  said  the  union’s  will¬ 
ingness  to  allow  a  salary  freeze  insured  the  paper  would  re¬ 
main  open.  Other  cost-cutting  steps  discussed  include  cutting 
back  suburban  coverage,  or  folding  the  Sunday  magazine. 

Murdoch  takes 
to  the  sea 

WHAT  DO  MEDIA  barons  do  to  relax?  If  you’re  Rupert 
Murdoch,  hoisting  sails,  swabbing  the  deck  and  tossing  an¬ 
chors  might  be  part  of  the  plan. 

According  to  the  New  York  Post,  the  chief  executive  of 
News  Corp.  will  be  part  of  the  crew  on  board  the  23.7-meter 
Sayonara  for  a  630-nautical-mile  ocean  yacht  race.  The  race, 
from  Sydeny  to  Hobart,  starts  the  day  after  Christmas. 

Fund  raising  for 
the  homeless 

THE  DALLAS  MORNING  News  Charities  began  its  10th 
annual  fund-raising  campaign  on  Thanksgiving  day  to  help 
the  hungry  and  homeless. 

The  Dallas  Morning  News  will  solicit  financial  contribu¬ 
tions  through  mid-January  and  distribute  all  of  the  raised 
funds  to  13  non-profit  agencies  that  serve  the  hungry  and 
homeless.  The  newspaper  has  promoted  the  program  in  news 
and  editorial  coverage,  in-paper  advertising  and  direct  mail¬ 
ings  to  readers. 

VAC  adds  four 

VERIFIED  AUDIT  CIRCULATION  (VAC)  announced  it 
recently  added  four  new  clients  to  its  membership  and  27  in 
the  past  three  months. 

The  most  recent  members  are  two  Greensboro  (N.C.) 
News  &  Record  Co.  total  market  coverage  publications;  Pre¬ 
cision  Home  Delivery,  a  Chicago  Tribune  Co.  subsidiary;  Cit¬ 
rus  Industry;  and  New  Irulia  Times,  an  Asian-Indian  publica¬ 
tion  in  the  U.S. 

VAC,  based  in  Mill  Valley,  Calif.,  is  observing  its  44th  year 
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Editor  &  Publisher 
U.S.  Media  Stock  Values 

(Weekly  Closing  Quotes) 


Stock 

12/6/95  11/29/95 

12/6/94 

A.H.  BeloCorp.  (NY)* 

35.000 

36.000 

25.9375 

American  Media  Inc.  (NY)  ** 

4.375 

4.625 

7.875 

Capital  Cities/ ABC  Inc.  (NY) 

125.250 

124.375 

82.375 

Central  Newspapers  Inc.  (NY) 

32.375 

32.125 

25.625 

Dow  Jones  &.  Co.  Inc.  (NY) 

39.250 

38.500 

28.375 

Gannett  Co.  Inc.  (NY) 

62.875 

61.250 

47.750 

Gray  Communications  Sys.  (NY) ' 

**♦19.750 

19.500 

10.833 

Harte-Hanks  Comm.  (NY) 

33.125 

32.375 

18.625 

Hollinger  International.  (NDQ) 

#  11.250 

11.500 

11.750 

Knight-Ridder  Inc.  (NY) 

66.000 

65.500 

47.250 

Lee  Enterprises  Inc.  (NY) 

42.250 

41.625 

32.875 

McClatchy  Newspapers  Inc.  (NY)  2 1 .375 

20.375 

21.625 

Media  General  Inc.  (AM) 

30.750 

30.50 

28.875 

Multimedia  Inc.  (NDQ) 

45.1875 

44.00 

28.125 

New  York  Times  Co.  (AM) 

29.250 

29.875 

23.625 

Pulitzer  Publishing  Co.  (NY)  ** 

46.250 

45.875 

27.9375 

E.W.ScrippsCo.  (NY) 

40.250 

39.250 

29.875 

Times  Mirror  Co.  (NY)  ### 

33.500 

32.000 

21.000 

Tribune  Co.  (NY) 

65.875 

68.000 

50.500 

Washington  Post  Co.  (NY) 

300.500 

303.500 

242.500 

’Adjusted  for  2  for  1  stock  split  as  of  6/14/95 

’’Name  changed  from  Enquirer/Star  Group;  adjusted  for  $7  special  dividend 
payable  1/3/95 

’’’Adjusted  for  3  for  2  stock  split  as  of  10/3/95 
♦American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 
♦♦Adjusted  for  25%  stock  split  as  of  1/25/95 

♦♦♦Adjusted  for  distribution  of  Cox  Communications  shares  on  2/1/95 


Editor  &  Publisher 
Foreign  Media  Stock  Values 

(Weekly  Closing  Quotes) 


Stock 

12/6/95  11/29/95 

12/6/94 

Hollinger  Inc.  (a) 

9.875 

10.000 

13.000 

News  Corp.  Ltd.  ADR  (c)  (d) 

21.625 

21.000 

15.375 

Pearson  Ltd.  (b) 

6.840 

6.740 

5.860 

Quebecor  Inc.  Class  A  (a) 

20.875 

20.625 

16.500 

Reuters  Holdings,  ADR  (c) 

57.250 

57.250 

45.000 

Southam  Inc.  (a) 

12.875 

13.125 

15.875 

Thomson  Corp.  (a) 

18.375 

18.125 

16.250 

Toronto  Sun  Publishing  Corp.  (a) 

11.500 

11.125 

13.750 

Torstar  Corp.  (a) 

22.500 

22.250 

23.000 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 

(c)  Quotes  are  in  U.S.  dollars 

(d)  Adjusted  for  2  for  1  stock  split  —  November  18,  1994 
Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 


of  operation.  It  serves  over  1,500  members  in  the  U.S.,  Cana¬ 
da  and  Europe. 

Not  that  kind  of  publicity 

CHILD  STAR  MACAULEY  Culkin  and  his  siblings  recent¬ 
ly  requested  that  a  New  York  judge  bar  the  press  from  their 
parents’  impending  custody  battle. 

In  handwritten  letters,  Culkin  and  his  younger  brother 
pleaded  with  Manhattan  Supreme  Court  Judge  David  Saxe 
to  “spare  [the]  family  any  future  embarrassment  by  way  of  the 
press.” 

The  request  was  denied.  Attorneys  for  the  Culkins  said 
they  may  appeal.  The  trial  is  scheduled  to  begin  Dec  6. 

EditordfPublisher  •  December  9,  1995 
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3  YesI  Rush  nie  the  latest  Lssue  of  Editor  &  Publisher  and  enter  a  one-vear  subseripticHi 
(52  issues  for  $65)  in  my  name. 


J  Please  bill  me.  J  My  payment  is  enclosed. 

I\U*()R  rWl  !  Please  tell  us  alwiit  yourself: 


A.  ^tHir  BiLsiiiess  (CIm'k  ()iiK'  fhll'  (^legorv) 

1 .  J  Daik  Ne«'$f»a|ier 

2.  J  %  <^kK'  Ne«'S|»a|)er 

3.  J  CxHf) ./  iiwi ./  A.s»n.  Bioing  .^cK'prtisiiig  Spticr 

4.  J  AiHritihing  .A|jene\- 

5.  J  Nem’siiafier  R«*(i. 

b.  □  Ma^taziiie  /  ( )iher  Pui>li('«dcin 

7.  J(>ra|)hM*  .Arts  /  Printing  ServaT  /  Nem-spajier  Supplier 

8.  J  Nem's  Serv'k’e/  Feature  Sv  tMlicale 
0.  J  Piil>liein  aial  Piit>lM'  Relatktas 

10.  J I ihrarv  /  Keileral  /  State  aiH)  litM'ai  Onenunents 

1 1 .  pi  Fduraticin:  Stmlmts  /  Teachers 
Other  (Please  specik-^ 


Your  OnnipatHwi  (Eheck 

A.  J  Publisher 

B.  J  Preskient 

C.  -I  V  President 

D.  J  Editor  (Type) 

E.  J  (.General  Mgr. 

F.  J  BiLsiness  Mgr. 

C.  J  (kmtrnller 

H.  J  Advertising  Mgr. 

I.  J  Sales  Mgr. 

J.  J  Class  Mgr. 

K.  J  Resean*h  Mgr. 

L.  -1  PronM>  Mf^ 

M.  J  PR  Mgr. 

O.  J  Proil  Mgr. 

P.  J  Cntii^msing  Mgr. 


Only  <Jne  (ategmy) 

Q.  QK^irrulabon  Mgr. 

R.  Q  Editorial  Dept. 

S.  9  .Advertising  Dept. 

T.  QCirrulabnn  Dept. 

V.  □  Pnxluction  Dept. 

W. Q  Pnanotion  Dept. 

X.  □  Freelanre  .Artist  /  Writer 

Y.  Q  Nea-spayter  Dealer  /  Distributor 

Z.  □  Retired 
AA.QNflS  Mgr 

BB  QPretKess  Mgr 
(X^  □  Mailnioni  Mgr. 

Other  (Please  specifv) _ 


□  YesI  Rush  me  the  latest  issue  of  Editor  &  PubEsher  and  enter  a  one-year  subscription 
(52  issues  for  $65)  in  my  name. 


-I  Please  bill  me.  J  My  payment  is  enclosed. 

I\IP(  )R'r  \\  I !  Please  tell  us  about  yourself: 

YiHir  Business  (Chn-k  Onh  tN'V  (jitegory) 

1 .  J  Daik'  Neik's|ia|ier 

2.  JU  eekk'  Ne«'sfm|ier 

3.  J  ( )orp ./  Ital ./  .Assn.  Buying  .Advertising  Spatv 

4.  J  Advertising  Agency 

5.  9  Nemspafter  Re|>, 

b.  J  Magazine  /  Other  Pul>lH'ation 

7.  (>nif>hk'  .Arts  /  Printing  Service  /  News^iafier  Supplier 

8.  J  Neifc-s  Service/  Feature  SuMlicate 

9.  J  Pulilicity  uimI  Public  Relatkwis 

10.  J  lilirurv  /  Federal  /  State  arai  IvCM'ai  (kweminents 

1 1 .  J  EdtM’atMNi:  Snalents  /  Teachers 

Other  (Plea.se  specifv) _ 


B-  Your  Oreupatiuit  ((^heck 

A.  -J  Publisher 

B.  -i  Presidrat 

C.  J  V  President 

D.  J  Ecbtor  (Type) 

E.  -I  Oneral  Mgr. 

F.  ‘  Business  Mgr. 

C.  -JCtmtntUer 

11.  J  .Advertising  Mgr. 

I.  -J  Sales  Mgr. 

J.  -KUasaMgr 

K.  -I  Research  Mgr. 

U  -i  Pnano  .Mgr 
M.-IPR  Mgr. 

O.  J  Prod  Mgr. 

P.  J  Composing  Mgr. 


Only  I.Hic  Category) 

Q.  9  Circulatiun  Mgr. 

R.  9  Editorial  Dept. 

S.  9  Advertising  Dept. 

T.  9Cirrulation  Dept. 

V.  9  ProdiKtion  Dept. 

W. 9  Promotion  Dept. 

X.  9  F'reelance  .Artist  /  Writer 

Y.  9  Nea-spaper  Dealer  /  Distributor 

Z.  9  Retired 
AA.QNttSMgr 

TO.  9  Prepress  Mgr. 

(X^.  9  .Mailniom  Mgr. 

Other  (Please  specik-^ 


I  YesI  Ru^h  mt*  the  latest  issue  of  Editor  At  Publisher  and  enter  a  Mie-year  subscription 
(52  issues  for  $65)  in  my  name. 
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j  Please  bill  me.  J  My  payment  is  enclosed. 

IMI*()R'I‘\\  F!  Please  tell  as  about  yourself: 

A.  Your  Bu<iiiies.s  (( Iheck  Only  tJiM'  ( laiegory ) 

1 .  J  Daily  Ne»-spa|ier 

2.  J  Al  eekk  Nensjcaper 

3.  9  (drf) ./  Ind ./  Ashii.  Bu\ing  AcKertising  Sftace 

4.  9  Atkertking  Agemv 

5.  9  Newspafier  Refi. 

b.  9  MagaziiM*/ Other  Pul>licatkHi 

7.  9  ('.raf>hk‘  .Arts  /  Printing  Service  /  Ne^-sfiaper  Su|)(>lier 

8.  9  Neivs  Service/  Feature  Syndicale 

9.  9PtiMk'itv  aial  Piil>lk‘  Relatawis 

10.  9  liltrary  /  Federal  /  Stale  aial  Local  (kyvemnient.H 
11.9  FdiH'atMMi:  Snalents  /  Trai'hers 
Other  (P1ea.se  speiikO 


j  R-  Your  ()rf*u(>atktn  (Check 
I  A.  J  Publisher 

I  B.  9  Preskient 

C.9V  President 
j  D.  J  tkliior  (Tjpe) 

E.  J  Onrral  Mgr. 

I  F.  9  Businmi  Mgr. 

j  C.  9(k)ntToller 

j  H.  9  Advertising  Mgr. 

I.  J  Sales  Mgr. 

I  J  JtJaasMgr 

K.  J  Research  Mgr. 

I  L.  -*  Pnimo  Mgr 

M.  J  PR  Mgr 
I  [  O.  -I  PiTd  Mgr. 

'  P.  9  Composing  .Mgr. 


Only  Ouc  ('.ategiiry) 

Q.  9  (>imilatk)n  Mgr. 

R.  9  Editorial  Dept. 

S.  9  Advertising  Dept. 

T.  9  Cirrulatkm  Dept. 

V.  9  Production  Dept. 

W. 9  Promotion  Dept. 

X.  9  Freelance  .Artist  /  Writer 

Y.  9  Newspaper  Dealer  /  Distributor 

Z.  9  Retired 
AA.QMlSMgr 
BB.  9  Prepress  .Mgr. 

CC.  9  Mailnmm  Mgr. 

Other  (Please  specify) _ _ 
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Trendsetting  British 
Tabloid  Closes 

Rupert  Murdoch  shuts  down  money-losing  newspaper 


by  Alan  Harman 

THE  CLOSURE  OF  Rupert  Murdoch’s 
British  national  daily  tabloid  newspa¬ 
per,  Today,  has  left  a  political  vacuum 
that  has  analysts  intrigued. 

Today  was  the  only  national  newspa¬ 
per  supporting  the  opposition  Labor 
Party,  which  is  expected  to  form  the 
government  when  the  next  general 
election  is  called  within  a  year. 

The  final  issue  of  Today  carried  a 
lift-out  from  the  Sun,  another  title  in 
News  International’s  stable,  inviting 
readers  to  switch.  The  sales  pitch  from 
the  traditionally  anti-Labor  Party  Sun 
even  carried  a  message  from  Labor  Par¬ 
ty  leader  Tony  Brown  saying  the  Sun 
was  the  way  to  go  for  Today  readers. 

The  Sun  has  been  passionately  pro 
the  ruling  Conservative  Party,  but  the 
lift-out  in  the  final  issue  of  Today  had 
observers  predicting  a  change  of  politi¬ 
cal  alliance  for  the  Sun. 

More  immediately,  Murdoch’s  News 
International,  parent  company  of  To¬ 
day,  set  up  a  special  unit  to  help  the 
paper’s  200  staffers  cope  with  the  clo¬ 
sure  —  and  find  new  jobs.  The  compa¬ 
ny  said  many  would  be  moved  to  the 
group’s  other  titles  that  include  the 
Sun,  the  Times,  News  of  the  World, 
and  the  Sunday  Times. 

The  10-year-old  Today  had  been  a 
trendsetter  in  British  journalism. 

It  was  the  first  British  national  daily 
newspaper  to  be  produced  totally  elec¬ 
tronically,  and  the  first  to  use  full  col¬ 
or.  It  was  also  the  first  to  use  simulta¬ 
neous  printing  at  satellite  presses 
throughout  Britain  and  it  used  trucks 
to  speed  the  paper  around  the  country 
instead  of  relying  on  the  rail  system. 

Brian  MacArthur,  founding  editor  of 
the  newspaper  and  now  an  associate 
editor  of  the  Times  in  London,  said  To¬ 
day  had  revolutionized  British  news¬ 
papers. 


He  said  British  newspapers  now  are 
“bigger,  brighter  and,  mostly,  more 
profitable”  because  of  Today. 

The  paper  was  founded  in  1986  by 
Eddy  Shah,  the  owner  of  a  string  of 
free  newspapers.  It  was  then  sold  to  the 
owners  of  the  Observer  for  $15.8  mil¬ 
lion.  New  owners,  Lonhro,  spent  an¬ 
other  $15.8  million  trying  to  develop 
the  paper,  but  were  about  to  sell  it  to 
the  late  Robert  Maxwell  when  Mur¬ 
doch  preempted  that  sale  and  bought 
it  in  1987  for  the  equivalent  of  about 
$79  million. 

News  International  spent  an  esti¬ 
mated  $230  million  seeking  to  develop 
Today,  but  the  newspaper  —  which 
was  launched  with  a  circulation  of 
300,000  —  was  never  profitable.  When 


it  was  closed,  circulation  was  just 
573,680,  down  eight  percent  in  the  pre¬ 
vious  12  months. 

In  the  12  months  before  it  closed,  its 
losses  were  put  at  $17  million. 

Some  analysts  saw  the  closure  as 
Murdoch  making  his  point  with  the 
government  over  its  plans  to  introduce 
cross-media  ownership  laws  that  would 
prevent  him  further  expanding  in 
Britain. 

There  was  also  talk  in  the  industry 
that  Murdoch  had  closed  Today  so  that 
he  could  buy  20%  of  its  main  rival.  Ex¬ 
press  Newspapers,  but  News  Interna¬ 
tional  executive  chairman  Les  Hinton 
denied  this. 

Hinton  was  anguished  by  the  closure 
decision,  stating,  “With  a  modest  cir¬ 
culation,  insufficient  growth  and  rapid¬ 
ly  rising  costs,  we  have  no  alternative. 
I  feel  dreadful.  I  have  been  working  in 


the  media  and  newspapers  for  35  years 
and  I  have  not  had  a  worse  day  than 
this.” 

Hinton  said  Today’s  failure  had  not 
been  for  the  lack  of  trying. 

“Scores  of  millions  of  pounds  have 
been  poured  into  the  paper  for  editori¬ 
al  and  promotion  during  the  past  eight 
years  without  the  necessary  result,”  he 
said. 

“With  newsprint  costs  running  50% 
higher  and  rising,  we  had  to  take  deci¬ 
sive  action.” 

He  said  there  had  been  no  credible 
buyer  for  the  newspaper,  dismissing  re¬ 
ports  of  an  attempt  by  Mohamed 
Fayed,  owner  of  the  famed  Harrods  de¬ 
partment  store  in  London,  to  buy  the 
paper. 


Ironically,  the  day  before  the  closure 
of  Today,  the  Times,  another  title 
owned  by  News  International,  had 
raised  its  price  five  pence  (7.9^),  a 
move  matched  the  next  day  by  the  ri¬ 
val  Telegraph. 

That  move  put  the  cover  price  of  the 
Times  at  47  pence  and  the  Telegraph  at 
63  pence. 

The  Telegraph  said  a  previous  7.9^ 
increase  in  the  cover  price,  earlier  in 
the  year,  had  been  offset  by  a  30%  in¬ 
crease  in  newsprint  prices. 

Chief  executive  Dan  Colson  said  the 
latest  increase  is  likely  not  to  be 
enough  to  offset  the  rapidly  increasing 
price  of  newsprint. 

But,  unlike  Today,  the  Telegraph  — 
with  a  circulation  of  1,064,717  daily  — 
remains  profitable.  In  the  first  nine 
months  of  its  current  financial  year,  its 
operating  profit  was  $9.64  million. 


It  was  the  first  British  national  daily  newspaper  to 
be  produced  totally  electronically,  and  the  first  to 
use  full  color. 


Harman  is  a  free-lance  writer. 
Eclitor6?Publisher  •  December  9,  1995 
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Campus  Journalism 

Campus  paper  takes 

heat  for  lack  of 
O  J*  trial  coverage 

University  of  Southern  California  Daily  Trojan 
editors’  decision  to  defer  more  complete 
reporting  to  mainstream  papers  draws  criticism 
from  students  and  the  paper’s  own  staffers 


by  Allan  Wolper 

THE  UNIVERSITY  OE  Southern  Cah 
ifornia  campus  is  a  short  car  ride  from 
the  courthouse  where  its  most  famous 
alumnus,  O.J.  Simpson,  was  acquitted 
of  killing  his  ex-wife  and  her  friend. 

The  15 -month-long  trial  drew  a  mil¬ 
itary-sized  media  contingent  to  the  Los 
Angeles  area  to  report  on  the  most 
minute  comings  and  goings  of  the  key 
figures  in  the  case. 

And  when  the  jury  rendered  its  ver¬ 
dict  last  Oct.  3,  the  country  exploded 
in  a  journalistic  frenzy.  Radio  and  tele¬ 
vision  bulletins.  Newspaper  extras. 

Except  at  the  Daily  Trojan,  the  stu¬ 
dent  newspaper  at  USC. 

The  paper  ran  a  brief  staff-written 
story  on  the  right-hand  bottom  of  the 
front  page  that  said:  “After  much  an¬ 
ticipation,  O.J.  Simpson  was  found  not 
guilty  of  the  murders  of  his  ex-wife, 
Nicole  Brown  Simpson,  and  Ronald 
Lyle  Goldman.  The  verdict  was  read 
shortly  after  10  a.m.,  Tuesday.  The  jury 
came  to  a  decision  Monday  after  delib¬ 
erating  for  less  than  six  hours. 

“Shortly  after  the  verdict  was  an¬ 
nounced,  the  Daily  Trojan  spoke  with 
USC  students  to  gain  their  immediate 
impressions.  Reactions  were  mixed. 
See  Trojan  on  the  Street  about  the 
verdict,  on  Page  3.” 

The  decision  to  downplay  the  ver¬ 
dict  followed  a  strict  policy  of  noncov- 


Wolper,  professor  of  journalism  at  the 
Newark  campus  of  Rutgers  University, 
covers  campus  journalism  for  E&P. 


Sinripson 

freed 

By  Elisa  Ung 

Staff  Writer 

After  much  anticipation, 
O.J.  Simpson  was  found  not 
guilty  of  the  murders  of  his 
ex-wife  Nicole  Brown 
Simpson  and  Ronald  Lyle 
Goldman.  The  verdict  was 
read  shortly  after  10  a.m. 
Tuesday.  The  jury  came  to  a 
decision  Monday  after  delib¬ 
erating  for  less  than  six  hours. 

Shortly  after  the  verdict 
was  announced,  the  Daily 
Trojan  spoke  with  USC  stu¬ 
dents  to  gain  their  immediate 
impressions.  Reactions  were 
mixed. 

See  Trojan  on  the  Street 
about  the  verdict,  on  Page  3. 

The  above  box,  which  appeared  in  the 
bottom  corner  of  the  front  page  of  the 
Daily  Trojan,  was  how  the  newspaper 
covered  the  O.J.  Simpson  trial  verdict. 


erage  the  newspaper  adopted  last 
spring. 

“We  didn’t  want  to  jump  on  the  O.J. 
bandwagon,”  explained  Nicholas  DeVi¬ 
to,  Daily  Trojan  co-city  editor.  “We 


didn’t  want  to  become  media  whores. 

DeVito  and  Jennifer  Hamm,  a  staff 
writer,  went  to  the  courthouse  the  day 
of  the  verdict,  but  left  before  the  ver¬ 
dict  was  read  when  they  lost  out  on  the 
daily  lottery  for  courtroom  seats. 

“We  wanted  to  see  history  made,” 
said  DeVito,  who  became  part  of  it 
when  he  and  Hamm  were  included  in  a 
group  photo  in  Newsweek  magazine. 
“We  went  as  private  citizens.  We 
thought  about  writing  something,  but 
changed  our  minds.  I  would  have  been 
embarrassed  to  have  had  an  O.J.  Simp¬ 
son  byline.” 

But  even  though  the  Daily  Trojan 
presented  a  placid  journalistic  presence 
to  its  readership,  it  engaged  in  a  bitter 
internal  debate  over  how  the  verdict 
was  covered. 

It  was  a  dispute  that  touched  on  the 
raw  racial  nerves  exposed  by  the  ver¬ 
dict,  and  provided  fodder  for  those  try¬ 
ing  to  analyze  the  role  of  a  student 
newspaper. 

The  verdict  coverage  incensed  the 
sports  editors  and  writers,  who  be¬ 
lieved  the  newspaper  had  abandoned 
its  journalistic  responsibilities  by  run¬ 
ning  just  a  brief  story  on  the  verdict. 

The  paper  also  replaced  a  photo  of 
O.J.  running  with  the  football  with  an 
entertainment  page  collage  from  its 
Diversions  section. 

“We  didn’t  want  to  make  an  editorial 
statement  on  the  sports  page,”  said  Wes 
Biggs,  the  20-year-old  editor  in  chief. 
“The  picture  was  open  to  interpreta¬ 
tion,  and  with  the  climate  on  campus 
at  the  time,  it  might  have  been  seen  as 
a  racial  comment,  and  possibly  a  nega¬ 
tive  one. 

“Some  people  might  think  we  were 
saying  that  he  broke  free  and  got  away 
with  it.” 

Christian  Ewell,  the  sports  editor, 
believed  the  Daily  Trojan  editors 
downplayed  the  verdict  and  killed  the 
O.J.  photo  because  they  disagreed  with 
the  jury’s  decision. 

“They  just  didn’t  like  the  verdict,” 
said  Ewell,  a  20-year-old  African 
American  from  Topeka,  Kan.  “They 
didn’t  want  to  run  anything  that 
looked  like  they  supported  it. 

“I  personally  don’t  think  they  were 
worried  about  offending  people  of  col¬ 
or.  It’s  never  been  a  problem  around 
here  before. 

“The  decision  to  run  that  photo  was 
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The  student  newspaper  also  replaced  a  photo  of  O.J.  running 
with  the  football  (above)  with  an  entertainment  page  collage 
from  its  Diversions  section.  “The  picture  was  open  to  interpret 
tation,  and  with  the  climate  on  campus  at  the  time,  it  might 
have  been  seen  as  a  racial  comment,  and  possibly  a  negative 
one,”  said  Wes  Biggs,  the  ZO-year^old  editor  in  chief.  “Some 
people  might  think  we  were  saying  that  he  broke  free  and  got 
away  with  it." 


made  by  a  black  man,  a 
Hispanic  and  two  whites.  It 
should  have  run.  My  atti¬ 
tude  was  I’ll  take  the  heat. 

“The  week  before  the 
verdict,  the  Daily  Trojan 
ran  an  editorial  column  sug¬ 
gesting  someone  put  up  an 
electrical  fence  around  Cal¬ 
ifornia  to  keep  the  immi¬ 
grants  out.  It  was  supposed 
to  be  a  satire.  Well,  I  didn’t 
think  that  was  funny.” 

That  column  created  a 
campus  furor  and  lead  to  a 
black  economic  boycott  of 
the  paper. 

“We  don’t  buy  advertising 
in  the  Daily  Trojan,”  said 
Deidre  Gant,  head  of  the 
Black  Student’s  Union. 

“The  column  on  immigra¬ 
tion  was  another  example 
of  how  they  treat  people  of 
color.” 

Greg  Keraghosian,  an  as¬ 
sistant  sports  editor,  said  he 
was  so  incensed  by  the  Dai¬ 
ly  Trojan’s  coverage  of  the 
verdict  that  he  called  the 
other  newspaper  members 
of  the  PAC-IO  to  get  their 
reaction. 

“They  told  me  we  should 
be  embarrassed  at  the  way 
we  behaved,”  Keraghosian 
said.  “I  mean  everyone  cov¬ 
ered  it.  Stanford,  UCLA, 

Arizona  State.  And  we  didn’t,  even 
though  he  was  our  most  famous  alum¬ 
nus.” 

“I  can’t  believe  the  news  section 
didn’t  want  to  be  part  of  it.  I  mean, 
people  told  me  that  would  have  kept 
our  paper  as  a  memorial.  They  would 
have  put  it  on  the  wall. 

“I  am  ashamed  to  put  this  paper  on 
my  resume.” 

The  L.A.  Times  did  it 

The  Daily  Trojan  news  staff,  howev¬ 
er,  felt  they  took  the  journalistic  high 
road  by  publishing  a  news  brief  on  the 
verdict  even  as  the  Los  An¬ 
geles  Times  was  publishing  a 
post  extra  verdict. 

“I  felt  it  was  a  matter  of 
pride  that  we  didn’t  stoop  to 
that  level  of  coverage,”  said 
Biggs.  “The  Los  Angeles 
Times  is  widely  read  around 
here.  Our  job  was  to  provide 
our  readers  with  campus 
news.” 


Biggs  said  the  Daily  Trojan  gave  ex¬ 
tensive  front-page  coverage  to  the  an¬ 
nouncement  that  the  jury  had  reached 
a  verdict,  and  the  campus  police  pre¬ 
cautions  that  followed. 

“That  was  a  matter  of  student  safety,” 
Biggs  said. 

“We  thought  the  campus  needed  to 
know  what  was  being  done.  We  are  in 
south  Central  Los  Angeles. 

“We  didn’t  cover  the  verdict  or  the 
trial  because  it  wasn’t  really  about  USC. 
There  really  wasn’t  any  angle  for  us  to 
cover.  Even  the  sports  information  of¬ 
fice  didn’t  want  to  say  anything.” 


E-mail  protests 
Biggs  said  the  Daily  Trojan 
coverage  on  the  verdict  did 
not  generate  any  negative 
reader  reaction.  “There  were 
no  letters  to  the  editor,”  he 
noted. 

But  there  were  some  e- 
mail  protests. 

David  Childers,  a  former 
Daily  Trojan  sports  editor, 
saw  the  paper’s  coverage  of 
the  verdict  as  a  strong  indi¬ 
cation  it  disagreed  with 
Simpson’s  acquittal. 

“I  am  sure  that  had  O.J. 
Simpson  been  found  guilty, 
you  would  have  had  a  field 
day  reaming  the  Trojan 
hero,”  Childers  told  Biggs  in 
his  e-mail  message. 

Roger  Horne,  the  former 
sports  editor  for  the  Daily 
Trojan  who  is  attending 
graduate  school  at  Ohio 
State  University,  was  livid. 

“After  hearing  of  this  pa¬ 
per’s  actions  and  decisions 
regarding  the  Simpson  cov¬ 
erage,  I  am  truly  embar¬ 
rassed  to  be  an  alumnus  of 
this  paper,”  Horne  wrote. 

Horne  and  other  Daily 
Trojan  journalists  had  been 
stunned  last  year  by  Simp¬ 
son’s  now-storied  slow  mo¬ 
tion  Bronco  car  chase  down 
the  Los  Angles  Freeway  and 
eventual  arrest. 

They  had  run  a  June  22,  1994,  spe¬ 
cial  edition  on  O.J.  and  wondered 
aloud  how  they  would  cover  the  trial. 

“We’ll  have  to  find  a  court  reporter 
to  cover  this,”  Horne  said  in  an  inter¬ 
view  at  the  time,  musing  on  his  feel¬ 
ings  about  O.J.  Simpson.  “I  just  hope  it 
turns  out  that  O.J.  is  innocent.  1  really 
want  that.” 

Sean  Conley,  who  was  the  1994 
summer  Trojan  editor,  had  said  the  pa¬ 
per  would  have  to  use  some  of  their 
understaffed  resources  to  cover  the  tri¬ 
al  because  Simpson’s  ties  with  the  uni¬ 
versity  were  so  close. 

“There  are  all  kinds  of  ex¬ 
pressions  we  use  around 
here,”  Conley  said,  explain¬ 
ing  the  hold  O.J.  had  on 
USC.  “We  say  you  are  a 
UCLA  Bruin  for  four  years, 
but  you  are  a  Trojan  for  life.” 

But  even  then,  the  paper 
had  begun  debating  just 
how  much  space  to  give  to 


Christian  Ewell,  the  sports  editor, 
believed  the  Daily  Trojan  editors 
downplayed  the  verdict  and  killed  the 
O.J.  photo  because  they  disagreed 
with  the  jury^s  decision. 
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the  trial. 

“There  are  a  lot  of  things  that  go  on 
campus  that  supersede  what  goes  on 
downtown,”  Conley  said. 

And  then  last  spring,  Michelle 
Ladd,  the  editor  in  chief  of  the  Daily 
Trojan,  decided  that  the  campus  news¬ 
paper  would  withdraw  from  the  O.J. 
Media  Sweepstakes. 

“Michelle  figured  that  the  students 
could  get  all  they  needed  from  the  oth¬ 
er  media,”  said  Christian  Cooper,  the 
editorial  page  editor. 

“O.J.  Simpson  went  here  25  years 
ago;  he  wasn’t  relevant  to  the  campus 
any  more,”  Cooper  said. 

But  Keraghosian,  the  assistant  sports 
editor,  pointed  out  that  crowds  at  USC 
Trojan  football  games  have  continued 
to  show  their  support  of  O.J. 

“Last  year,  when  A1  Cowling  came 
back  for  a  reunion,  he  got  a  big  cheer,” 
said  Keraghosian.  “And  Anthony 
Davis,  a  former  tail  back,  got  a  big 
cheer  (on  Nov.  2)  when  he  mentioned 
O.J.  at  a  pep  rally.” 

Role  of  the  Daily  Trojan 

Daily  Trojan  editors  believed  the  O.J. 
Simpson  trial  was  a  media  creation  that 
they  kept  going. 

“1  was  on  the  East  Coast  last  year,” 
said  Melanie  Asp,  20,  who  is  from  Ar¬ 
lington,  Va.  I 

“And  everybody  was  talking  about  it. 
But  the  closer  you  got,  the  more  banal 
it  seemed.” 

Asp  saw  the  O.J.  saga  as  a  soap  opera 
without  substance. 

“When  things  happen  so  often,  it 
doesn’t  seem  like  it’s  even  news 
any  more,”  Asp  said,  “especially  since  it 
had  been  going  on  so  long.  Just  anoth¬ 
er  day  in  L.A. 

“There  were  a  lot  of  things  more  in¬ 
teresting  to  the  students  than  O.J.” 

But  Keraghosian  said  that  USC  stu¬ 
dents  looked  to  the  Daily  Trojan  for 
news  guidance. 

“You  look  in  any  classroom  around 
here,”  he  said.  “You  don’t  see  the  Los 
Angeles  Times.  You  see  the  Daily  Trojan 
in  their  hands.  Students  don’t  have 
time  to  read  anything  else.  And  we’re 
free.” 

Edwin  Guthman,  director  of  the 
news  sequence  at  the  University  of 
Southern  California  Journalism  Depart¬ 
ment,  said  student  newspapers  are  in  a 
dilemma  in  O.J. -like  stories. 

“We  have  seven  television  stations 


here,”  said  Guthman,  a  former  colum¬ 
nist  for  the  Philadelphia  Inquirer.  “And 
the  trial  was  live  on  CNN,  and  some  ra¬ 
dio  stations  carried  it  live. 

“1  don’t  have  a  problem  about  the 
way  they  covered  the  verdict.  And  1  can 
understand  why  they  didn’t  cover  the 
trial.  That  was  simply  a  manpower 
problem. 

“But  everyone  here  knew  what  it  was. 
1  had  a  class  that  day  and  1  took  every¬ 
one  to  a  television  set  to  watch  the  ver- 


by  Mark  Fitzgerald 

FOR  DECADES  IN  Ames,  Iowa,  the 
local  paper,  the  Daily  Tribune,  and 
Iowa  State  University’s  student  news¬ 
paper,  the  Iowa  State  Daily,  lived  in 
peaceful  coexistence. 

Now,  however,  things  are  definitely 
heating  up. 

Both  the  local  paper  and  the  student 
paper  are  publishing  free  weekly  papers 
that  target  the  university’s  faculty  and 
staff. 

And  the  local  paper  has  hauled  the 
student  paper’s  board  into  court  —  ac¬ 
cusing  the  student-run  board  of  illegal¬ 
ly  preventing  access  to  information  it 
says  is  public  record  under  the  Iowa 
Open  Records  Act. 

At  one  point,  the  two  newspapers 
even  fought  a  brief  trademark  battle  as 
both  claimed  the  rights  to  the  same 
name  for  their  new  targeted  papers. 

The  student  paper  surrendered  in 
that  battle,  but  its  general  manager 
says  it  will  fight  the  Daily  Tribune’s  at¬ 
tempt  to  get  access  to  its  marketing 
plans  and  other  strategic  information. 

This  budding  town/gown  newspaper 
war  pits  the  9,200-circulation  evening 
Daily  Tribune  against  five-day-a-week 
morning  Iowa  State  Daily,  whose 


diet.” 

But  Keraghosian  said  the  Daily  Tro¬ 
jan  showed  journalistic  irresponsibility 
by  publishing  a  brief  on  the  verdict  and 
then  refusing  to  run  an  O.J.  football 
photo  on  the  sports  page. 

“He’s  the  most  famous  person  to  ever 
go  here,”  said  Keraghosian.  “If  1  was  a 
city  writer,  1  would  have  killed  to  cover 
the  verdict.  It’s  the  kind  of  story  that 
makes  your  career.  As  for  the  photo, 
they  just  censored  us.” 


17,000-copy  distribution  is  largely  paid 
for  by  a  subscription  program  with  the 
university’s  student  government. 

The  student  paper  says  the  local  pa¬ 
per  is  trying  to  put  it  out  of  business. 
The  publication  board’s  attorney  says 
the  Daily  Tribune’s  lawsuit  is  part  of 
the  effort. 

“To  me,  it’s  all  about  competition 
and  very  little  about  journalism,”  said 
attorney  Jeff  Stein.  “This  could  very 
easily  lead  to  hundreds  of  students  los¬ 
ing  an  opportunity  to  learn  journalism 
.  .  .  [because]  1  really  think  this  [law¬ 
suit]  is  part  of  a  broader  plan  to  force 
us  into  competitive  disadvantage  —  or 
force  us  out  of  business.” 

What  apparently  set  all  this  off  was 
the  Iowa  State  Daily  Publication 
Board’s  decision  —  made  behind 
closed  doors  this  summer  —  to  launch 
a  weekly  paper  targeting  the  5,700  fac¬ 
ulty  and  staff  at  the  university. 

Although  the  plan  was  approved  in 
secret  on  Aug.  30,  it  became  public  in 
October  when  minutes  of  the  meeting 
were  released.  An  Oct.  4  story  by 
Thomas  R.  O’Donnell,  a  reporter  in 
the  Des  Moines  Register’s  Ames  bu¬ 
reau,  quoted  the  minutes  as  saying  the 
“main  issue  was  the  competitive  con¬ 
cern  about  the  Daily  Tribune  making 


Student  paper  and 
local  daily  square 
off  in  Ames,  Iowa 

Iowa  State  Daily  and  Ames  Daily  Tribune 
both  publishing  free  weekly  papers  that 
target  the  university’s  faculty  and  staff 
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plans  to  enter  the  ISU  market.” 

For  its  part,  the  Daily  Tribune  had 
its  own  concerns  about  the  Iowa  State 
Daily’s  plans  —  especially  the  decision 
to  hire  a  professional  editor  for  the 
new  paper,  which  the  publication 
board  planned  to  call  the  University 
Times. 

“They  were  coming  out  with  a  pro¬ 
fessionally  produced  paper.  We  had 
pretty  much  been  low-key  about  mar¬ 
keting  around  the  university.  We  de¬ 
cided  to  respond  after  they  entered  this 
market,”  said  Michael  Gartner,  editor 
and  co-owner  of  the  Daily  Tribune. 

One  of  the  first  things  the  Daily  Tri¬ 
bune  did  was  race  to  trademark  the 
name  the  student  board  had  picked  for 
its  new  paper.  University  Times. 

The  Iowa  State  Daily  registered  a 
trademark  on  the  name  with  the  Iowa 
Secretary  of  State  on  Oct.  5.  The  Daily 
Tribune  registered  the  exact  same 
name  six  days  later  —  but  in  a  differ¬ 
ent  category. 

According  to  Iowa  officials  quoted 
in  a  Nov.  8  story  by  Des  Moines  Regis¬ 
ter  reporter  Michael  McNarney,  the 
Daily  Tribune’s  maneuver  was  not  only 
legal,  but  the  local  paper  could  have 
won  the  name  outright  because  it  used 
the  name  as  long  ago  as  1989. 

In  any  case,  the  Daily  Tribune 
launched  an  actual  University  Times 
newspaper  first  —  distributing  them  at 
campus  locations  Nov.  7. 

The  student  publication  decided  not 
to  challenge  the  trademark  and 
launched  its  own  targeted  paper  Nov. 
13  —  with  the  temporary  name  Not 
the  University  Times. 

“We  were  not  going  to  spend  our 
time  and  energy  fighting  over  the 
trademark  name,”  said  Janette  Antis- 
del,  general  manager  of  the  Iowa  State 
Daily  Publication  Board. 

Instead,  the  board  is  conducting  a 
reader  contest  to  name  the  paper. 

And  Antisdel  says  she  rejects  any 
suggestion  that  the  competitive  dy¬ 
namics  between  the  student  and  local 
papers  has  changed  because  Not  the 
University  Times  has  a  professional  ed¬ 
itor. 

“We’ve  always  employed  profession¬ 
als,  and  as  you  know,  college  news¬ 
papers  employ  professionals  from  all 
areas  of  the  country,”  Antisdel  said.  At 
the  Iowa  State  Daily,  there  are  eight 
professionals,  in  positions  ranging  from 
general  manager  to  nightside  produc¬ 
tion  manager. 

However,  the  University  Times  edi¬ 
tor,  who  works  independent  of  the  stu¬ 


dent  paper,  is  the  first  professional 
journalist  the  board  has  hired. 

The  student  board’s  paper  is  directly 
mailed  to  5,700  ISU  staff  and  faculty 
based  on  a  list  it  buys  every  week  from 
the  university,  Antisdel  said.  With  a 
50/50  advertising/editorial  mix.  Not  the 
University  Times  is  intended  to  be  an 
“independent  publication”  that  will 
discuss  issues  of  interest  to  ISU  work¬ 
ers,  including  topics  not  covered  by  the 
university’s  official  weekly  newsletter. 
Inside  Iowa  State. 

University  Times,  the  Daily  Tribune 


product,  is  distributed  free  in  news 
racks  around  the  campus. 

Both  Antisdel  and  Gartner  say  their 
own  version  of  the  University  Times  is 
proving  successful. 

The  day  after  the  Daily  Tribune 
launched  University  Times,  it  also  be¬ 
gan  its  legal  quest  to  get  access  to  the 
publication  board’s  records. 

A  hand-delivered  letter  from  the 
Faegre  &  Benson  law  firm  in  Des 
Moines  requested  access  to  numerous 


(See  Campus  on  page  33) 
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Sturm 

Continued  from  page  1 1 

happen  someday,  but  it’s  always  a  sur¬ 
prise  when  it  does,”  he  said,  adding 
that  the  timing  was  perfect,  since  the 
board  already  had  planned  a  meeting 
at  NAA  headquarters  for  Dec.  4. 

Although  he  was  not  present  during 
the  board  deliberations,  Sturm  said  the 
question  of  whether  he  was  interested 
in  the  job  had  been  put  to  him  earlier, 
“and  the  answer  was  a  very  swift  ‘Yes.’  ” 

Martz  said  there  would  be  “absolute¬ 
ly  no  change  at  all”  in  the  direction  of 
NAA  with  Sturm,  a  policy  specialist,  at 
the  helm,  rather  than  Black,  who  came 
to  the  job  with  more  of  a  marketing 
background. 

“Cathie  Black  has  very  strong  mar¬ 
keting  skills  and,  obviously,  marketing 
is  our  number-one  priority  and  will 
continue  to  be  so,”  Martz  said.  “Cathie 
obviously  relied  on  members  of  her 
team  for  technology  and  public  policy, 
and  John  will  do  the  same.” 

Sturm  concurred,  noting  that  the 
most  important  thing  he  can  do  is 
keep  the  momentum,  focus  and  priori¬ 
ties  that  have  been  established  at 
NAA. 


“As  an  organization,  we  are  not  only 
stable,  we’re  dynamic,”  he  said,  praising 
Black  for  her  work  “redoing”  NAA. 

“In  many  ways,  for  me,  even  though 
it’s  not  my  background,  I  really  firmly 
believe  our  advertising  and  marketing 
activities  are  of  absolute  prime  impor¬ 
tance  and  are  unique,”  Sturm  said. 

“That’s  one  of  the  things  we  think 
makes  NAA  stand  apart  from,  and  a 
couple  steps  ahead  of,  other  organiza¬ 
tions.” 

In  addition,  Sturm  “was  involved  in 
a  lot  of  discussions  [about  advertising 
and  marketing]  as  general  counsel  at 
one  time  or  another,  so  it’s  not  a  blank 
slate.” 

As  to  a  successor  for  Sturm,  Martz 
laughed  and  said,  “One  step  at  a  time. 

“John’s  going  to  have  to  work  that 
out,”  he  added.  “One  of  the  real  joys 
I’ve  seen  as  chairman  is  that  NAA  has 
developed  a  very  strong  A-team  and  B- 
team.  There  are  a  lot  of  good,  strong 
players.” 

Although  appointing  a  new  chief 
lobbyist  is  Sturm’s  responsibility,  Martz 
noted  that  Sturm  “does  not  operate  in 
a  vacuum”  and  the  “officers  will  work 
very  closely  with  him  on  that.” 

With  a  “very,  very  strong  senior-  and 


middle-management  team  in  place,” 
Sturm  said  he  feels  there  is  “no  need 
for  radical  surgery.” 

“I  feel  very  comfortable  with  the 
folks  around  the  table,  both  profession¬ 
ally  and  personally,”  he  said.  “That’s 
one  of  the  byproducts  of  promoting  an 
internal  person.  There  is  stability.” 

Trademark  info 
by  900  number 

NEW  YORK-BASED  Info  Mark  Inc. 
has  announced  an  automated  900 
phone  service  designed  to  answer  basic 
questions  about  trademarks. 

Tailored  to  meet  informational  needs 
of  anybody  from  a  newspaper  editor  to 
an  entrepreneur  starting  a  business. 
Trademark  Source  Line  is  scheduled  to 
launch  in  January  and  to  cost  $3.99  a 
minute. 

One  feature  allows  callers  to  order  a 
fax  of  the  service’s  menu  so  as  to  save 
phone  charges  by  skipping  directly  to 
the  questions  the  caller  wants  an¬ 
swered. 

While  the  900  number  had  not  been 
issued,  further  information  is  available 
at  1-800-213-0097. 


Help  Your  Readers  Say  No  to 
Frozen  Rpes. 


Why?  Because  frozen  pipes  can 
cause  a  flood  inside  homes, 
ruining  furniture,  appliances, 
flooring,  walls  and  even 
keepsakes. 

On  average,  a  quarter  million 
1  homes  are  affected  annually,  and  a 
cold  weather  outbreak  can  cause  a  real  disaster ...  big 
numbers  of  victims,  big  headaches  and  big  costs. 

But,  unlike  a  tornado  or  hurricane,  this  disaster  is 
avoidable. 

Your  paper  can  help  by  telhng  readers  how  to  keep 
pipes  from  freezing.  We  can  help  by  sending  you  free, 
non-commercial  brochures  to  offer  and  by  putting  you  in 
touch  with  experts  you  can  interview. 

Contact  us  with  this  form: 

Stale  Farm  Fire  and  Casually  Company  Home  Office:  Bloomington.  Illinois 


Please  send  me  the  following  NO  FROZEN  PIPES 
information: 

_  Press  release/general  information. 

_  NO  FROZEN  PIPES  brochures.  (You  may  want  to 

offer  these  to  your  readers.  We’ll  provide  any  number 
of  brochures  you  request  at  no  cost,  or  you  may  ask 
readers  to  write  to  us  directly.) 

_  Number  of  brochures  needed. 

_  Information  about  potential  interview  subjects. 

Name _ 

Title _ 

Newspaper _ 

Address 


City 


State 


ZIP 


Mail  to:  No  Frozen  Pipes 

Public  Affairs  Department 
State  Farm  Insurance 
One  State  Farm  Plaza 
Bloomington,  IL  61710-(XX)1 


No  Frozen  Pipes. 


Or  fax:  (309)766-2670 

For  additional  information,  call:  (309)  766-2625 
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Cartoonist  Dan  Piraro,  who  draws  Bizarro 
recedes  more  than  50  fan  letters  a  day  viftKternet. 
Here  s  what  s  happening  on  the  Net; 


:  ^  sr;S"^: .  ■ 


strip  Be!t  /hin^ 

d'd.  YouVegSta^ea/fr'^'H 

on  this  end  nf  rh  , 

Keep  un  thp  nn  5 

H  up  tne  good  work." 


“You  are  the  coolest!  You  have  a  great 
comedic  skill  and  bitingW  clewer  eye 

for  the  absurd.  Thank  you  for  being 
smart  and  funny!”  _ 


“It  is  so  cool  to  know  that  pgj 
someone  else  views  life  the  g|g 
same  as  1  Thank 
helping  me  make  it 
jn^days  than  I  can  cmint^ 


“I  just  wanted  to  tell  you  that  1  love  your 
comic.  I  read  it  every  morning  in  the  San 
Francisco  Chronicle  and  every  Sunday  in 
the  Comic  section.  I  think  it  is  a 
hilarious  and  first-rate  piece  of  work. 
The  situations  are  so  funny  and  the 
people  are  so  realistic.  The  artwork  is 
also  fabulous.  Keep  it  up.”  _ 


“I  would  like  to  thank  you  for  your  great 
comic.  My  local  paper  has  37  comics  each 
day.  Yours  is  by  far  my  favorite.  A  lot  of 
people  I  know  also  enjoy  your  comic.  Please 
keep  ’em  coming.  I  would  not  want  to 
start  my  day  without  Bizarro!” 

S'tencecltheK?"‘^“ 

r^erpe„p,*~»yto  / 


4ouT«  absoluteljl  W'"9  \  EVER  seen.''ln°S'“  'fWwTSrT;;^- 

w  here  et  m  »««*/ 


“I  am  writing  about  your  comic 
strip.  Bizarro.  I  believe  it  is  one  ot 
the  best  strips  ever.  1  just  want  to 
tell  you  to  keep  up  the  good  work. 


“Thanks  for  the  laughs!  Your  strip 
is  the  best  thing  going  in  the 

world  of  comics  and  the  only  thing 
I  read  religiously  in  the  Raleigh 
News  and  Observer.” 


By 

.Pan 

Riab- 


©1995  Dan  Piraro 
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Ci.,,  64,12  .  8,6.932-6700  . 


Editor  &  Publisher  and  the  International  Newspaper 
Marketing  Association  annually  recognize  excel¬ 
lence  in  newspaper  marketing.  By  entering  your 
best  promotion/marketing  projects,  you  are  pro¬ 
viding  recognition  for  your  staff’s  efforts  and 
you  are  contributing  your  ideas  for  the  benefit  of 
the  newspaper  industry  worldwide. 

E&P  and  the  INMA  are  proud  of  the  contribution 
this  competition  has  made  to  the  newspaper 
industry  since  1931  and  we’re  pleased  to  con¬ 
tinue  the  tradition.  We  invite  you  to  participate 
in  this,  the  6 1st,  E&PANMA  Awards  Competition. 

Winners  will  be  announced  at  the  INMA  Inter¬ 
national  Conference,  April  14-17,  1996,  Banff 
Springs  Hotel,  Banff,  Alberta,  Canada. 


This  award  is  designed  to  recognize  innovative 
and  extraordinary  results-oriented  marketing 
campaigns. 

A  panel  of  newspaper  readers  will  select  what 
they  deem  the  best  of  the  in-paper  entries. 


Nineteen  categories  are  represented  in  four  general 
groups: 

In-Paper  Promotion 
Printed  Materials 
Outside  Media 

Research,  Public  Relations,  Internal  Affairs 

Entries  compete  in  one  of  four  circulation 
groups: 

Under  50,000 
50,000-100,000 
100,000-200,000 
Over  200,000 


Deadline  For  Entry;  January  16, 1996 

■EdittKS’PuHisher 


Writer  settles 
lawsuit  with 
utility  company 

Alleged  She  was  blacklisted  because  of  her  anti-nuclear  views 


by  M.L.  Stein 

AN  ENVIRONMENTAL  WRITER 
who  sued  Pacific  Gas  and  Electric  Co. 
for  $100  million,  charging  it  blacklist¬ 
ed  her  at  magazines  because  of  her 
anti-nuclear  views,  has  settled  with  the 
giant  utility  firm,  it  was  reported. 

Under  the  agreement,  neither  the 
journalist,  J.A.  Savage,  nor  PG&E  are 
allowed  to  discuss  its  terms.  The  San 
Francisco  Bay  Guardian  headlined  the 
settlement  story,  “Reporter  Beats 
PG&E  —  Utility  Forced  to  Settle  Suit 


With  Reporter  Whom  Company  Offi¬ 
cials  Got  Fired.” 

A  PG&E  spokesman  declined  to 
comment  on  the  Bay  Guardian  story 
or  on  the  terms  of  the  settlement,  but 
did  confirm  it. 

Savage  is  a  former  reporter  for  the 
Bay  Guardian,  which  has  been  attack¬ 
ing  PG&E  for  years  for  its  nuclear 
power  program  and  on  other  grounds. 

However,  it  was  the  respected  New 
York-based  environmental  magazine. 
Energy  User  News  that  fired  Savage  as 
its  West  Coast  correspondent  in  1987 
after  a  PG&E  official  complained  that 
her  previous  association  with  a  North¬ 
ern  California  group,  the  Redwood  Al¬ 
liance,  represented  a  conflict  of  inter¬ 
est  with  her  role  as  a  journalist. 

Savage  claimed  she  had  severed  re¬ 


lations  with  the  anti-nuclear  group, 
which  she  helped  found,  when  she  be¬ 
gan  working  for  Energy  User  News. 
PG&E  claimed  otherwise,  saying  that 
she  was  an  active  member  of  the  al¬ 
liance  at  the  time. 

Savage  charged  that  the  PG&E  ex¬ 
ecutive,  David  Monfried,  again  put  her 
out  of  a  job  by  raising  an  objection  to 
her  employment  with  the  editors  of 
the  Journal  of  Commerce,  which  had 
hired  her  as  a  free-lance  stringer. 

In  her  suit.  Savage  charged  PG&E 
with  libel,  slander,  intentional  interfer¬ 


ence  with  economic  relationships,  tor¬ 
tious  inducement  of  a  breach  of  con¬ 
tract,  infliction  of  emotional  distress 
and  intentional  interference  with  a 
ratepayer’s  rights. 

Two  Superior  Court  judges  dis¬ 
missed  Savage’s  suit  in  1991  and  1992, 
but  a  California  appeals  court  reversed 
their  decisions  in  1993  and  remanded 
the  case  for  trial. 

The  higher  court  concluded  that 
Monfried  “may  have  acted  improperly” 
in  intervening  with  Savage’s  editors 
whose  publications  regard  PG&E  as  a 
news  source. 

Said  the  court:  “Because  its  monop¬ 
olistic  position  extends  over  a  large 
and  economically  vital  geographical 
area,  PG&E  wields  considerable  power 
over  the  press  covering  its  activities. 


“Without  access  to  PG&E  as  a  news 
source,  a  journalist  in  this  field  is  se¬ 
verely  handicapped  in  the  competitive 
search  for  news.  Its  power  was  dramati¬ 
cally  illustrated  by  the  present  case. 

“Appellant  lost  two  successive  jobs 
after  Monfried  informed  her  editors 
that  she  was  persona  non  grata  with 
corporate  management.” 

In  respxjnse  to  PG&E’s  assertion  that 
it  has  First  Amendment  rights  in  con¬ 
nection  with  the  case,  the  court  agreed 
up  to  a  point,  saying:  “Unquestionably, 
PG&E  has  wide  latitude  to  choose  the 
forum,  manner  and  extent  of  its  disclo¬ 
sures  to  individual  journalists. 

“But  the  facts  of  the  present  case  do 
not  present  any  issue  of  reconciling 
PG&E’s  own  First  Amendment  Rights 
with  the  public  interest  in  free  debate. 
PG&E’s  action  in  effectively  blacklist¬ 
ing  appellant  served  no  legitimate  First 
Amendment  purpose.” 

Savage,  who  is  currently  a  contribut¬ 
ing  editor  for  California  Energy  Mar¬ 
ket,  a  San  Francisco-based  newsletter, 
declined  to  even  talk  about  her  reac¬ 
tion  to  the  settlement. 

Police  chief  sues 
city  for  releasing 
file  to  newspaper 

LOS  ANGELES  POLICE  Chief  Willie 
L.  Williams  has  filed  a  $10  million  claim 
against  the  city  for  allegedly  releasing  to 
the  Los  Angeles  Times  confidential  in¬ 
formation  regarding  an  investigation 
into  charges  he  accepted  free  rooms  at 
a  Las  Vegas  casino  and  lied  about  it. 

The  chief,  who  was  reprimanded  by 
the  Police  Commission  earlier  this  year 
over  the  issue,  has  charged  defamation 
and  invasion  of  privacy  in  his  claim. 

The  reprimand  was  subsequently 
overturned  by  the  City  Council,  which 
is  urging  him  to  drop  the  claim.  His  ac¬ 
tion,  usually  a  precursor  to  a  lawsuit, 
followed  the  Times’  publication  of  sev¬ 
eral  details  of  the  investigation.  The 
newspaper  then  followed  with  a  second 
story  concerning  the  probe. 

Williams  asserts  confidential  infor¬ 
mation  about  him  was  leaked  to  the 
Times. 

“I  think  it  would  be  very  difficult  for 
him  to  be  suing  the  city  and  leading  the 
Police  Department  at  the  same  time,” 
said  Council  President  John  Ferraro  in 
a  Times  story. 


In  her  suit,  Savage  charged  PG&E  with  libel, 
slander,  intentional  interference  with  economic 
relationships,  tortious  inducement  of  a  breach  of 
contract,  infliction  of  emotional  distress  and  in 
tentional  interference  with  a  ratepayer’s  rights. 
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John  Burns,  editor  and  general  man' 
ager  of  the  Sebastopol  (Calif.)  Times  & 
News,  has  been  named  publisher  of 
the  Novato  (Calif.)  Advance,  a  Scripps 
League  Newspapers  Inc.  property. 

Wondy  Zomparelli,  assistant  to  the 
publisher  at  the  Roanoke(Va.)  Times  & 
World'News,  has  been  appointed  edi¬ 
tor. 

She  succeeds  Forrest  "Frosty" 
London,  who  retired. 

Catherine  Greenherg,  a  market¬ 
ing  consultant  to  the  Times,  was 
named  marketing  director. 

Tom  Pottorff ,  alternate  publications 
manager  at  the  Tallahassee  (Fla.)  De¬ 
mocrat,  has  been  named  circulation  di¬ 
rector  at  the  Monroe  (Mich.)  Evening 
News. 

Richard  E.  Forgay  II,  circulation 
marketing  manager  at  the  Allentown, 
Pa.,  Morning  Call,  was  elected  presi¬ 
dent  of  the  Interstate  Circulation 


Managers  Association  at  its  annual 
conference  in  Valley  Forge,  Pa. 

Grog  R.  Veon,  general  manager  at 
KOIN-TV,  Portland,  Ore.,  has  been 
elected  marketing  vice  president  for 
Lee  Enterprises  Inc.,  Davenport,  Iowa. 

Robert  Croeke,  communications 
vice  president  for  Reuters  NewMedia 
Inc.,  has  been  named  media  relations 
vice  president  for  Reuters  America 
Holdings  Inc.  He  becomes  the  compa¬ 
ny’s  primary  media  relations  executive 
and  media  spokesperson  in  the  Amer- 


D.  Richard  Rhoades,  sports  editor 
at  the  Clearfield,  Pa.,  Progress,  has 
been  appointed  sports  editor  at  the 
Courier-Express  and  Tri-County  Sun¬ 
day,  DuBois,  Pa. 

He  succeeds  Andrew  W.  Elder, 

who  has  joined  the  sports  staff  of  the 
Centre  Daily  Times,  State  College,  Pa. 

Tracy  L.  Myers,  who  was  a  re- 


DIRKS,  VAN  ESSEN  &  ASSOCIATES 


We  specialize  in  assisting 
owners  in  exploring  and 
negotiating  the  sale  of 
their  daily  newspapers  or 
non-daily  newspaper 
groups. 


Lee  Dirks 


Owen  Van  Essen 


123  E.  Marcy  St.,  Suite  207,  Santa  Fe,  New  Mexico  87501 
Phone  (505)  820-2700  •  Fax  (505)  820-2900 


porter,  becomes  a  sports  writer. 

Tammy  Maglidt,  a  reporter  at  the 
Ridgway  (Pa.)  Record,  joins  DuBois’ 
news  staff  as  a  reporter. 

Pamela  Klein,  business  editor  at  the 
Indianapolis  Star,  has  been  appointed 
assistant  managing  editor  for  business 
at  the  Star  and  Indianapolis  News. 

Michael  1.  Sexton,  46,  publisher  of 
Publications  Inc.,  a  division  of  the 
Gazette  Media  Co.,  Cedar  Rapids, 
Iowa,  has  been  named  president  of 
Central  Maine  Newspapers,  Portland. 

Warren  Watson,  acting  executive 
editor  at  the  Kennebec  Journal  and 
Central  Maine  Morning  Sentinel,  was 
appointed  executive  editor. 

Both  papers  are  owned  by  Central 
Maine  Newspapers. 

Mark  Wurxor,  37,  advertising  direc¬ 
tor  in  charge  of  a  number  of  retail  cat¬ 
egories  at  the  Los  Angeles  Times,  will 
assume  responsibility  for  all  national 
advertising  and  will  reorganize  the  Los 
Angeles  and  national  offices  to  incor¬ 
porate  new  category  divisions  devel¬ 
oped  by  the  Times. 

Jarvis  Coffin,  national  advertising 
director,  will  be  responsible  for  selling 
to  a  select  list  of  nontraditional  na¬ 
tional  brand  and  image  advertisers. 

Thomas  W.  Kolly,  39,  group  ad¬ 
vertising  manager,  succeeds  Wurzer  as 
advertising  director  in  charge  of  sever¬ 
al  retail  categories. 

Konnoth  Jonos,  publisher  of  the  Ar¬ 
mory  (Miss.)  Advertiser,  has  been 
named  general  manager  at  the  New 
Albany  (Miss.)  Gazette. 
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SPECIAL  EDITORIAL  SECTION 


DECEMBER  9 


,  1995 


TRADEMARKS 


A  Note  Of  Information  And  Entreaty 
To  Fashion  Editors,  Advertisers,  Copywriters  And 
Other  Well-intentioned  Mis-users  Of 

Our  CHAN  EL  Nanne. 
CHANEL 

was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL 

is  a  perfume. 

CHANEL 

is  classic  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL 

is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 


Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’  unless  it  is 
ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for  now’. 


And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers  positively 
detest  them. 


We  take  our  trademark  seriously. 


Merci, 


CHAN  EL,  Inc. 


What’s  in  a  name? 


As  poor  Romeo  found  out,  a  whole  lot.  Which 
is  why  we  would  like  to  draw  your  attention  to 
the  names,  acronyms,  and  logo  on  the  right. 
They  identify  some  of  the  essential  educational 
products  and  services  we  provide  for  students, 
parents,  schools,  and  colleges.  We  are  the 

College  Entrance 
Examination  Board, 

otherwise  known  as  the  College  Board,  a  non¬ 
profit  national  association  of  nearly  3,000  high 
schools,  colleges,  education  systems,  and  asso¬ 
ciations.  The  Board’s  95-year  record  of  helping 
students  make  the  transition  from  high  school 
to  college  stands  behind  these  marks  and  the 
services  they  identify.  So  we  ask 
publishers  and  advertisers  to  identify  them 
properly,  as  indicators  of  origin,  for  the  proper 
information  of  the  public. 

For  further  information  call  or  write  to: 

Trademark  Office,  Communications  Division 
The  College  Board,  45  Columbus  Avenue 
New  York,  NY  10023-6992  •  (212)  713-8160 


ACCUPLACER“ 

AP®  •  Advanced  Placement  Program® 

Apply  to  College  Without  Lifting  A  Pencil™ 
CLEP®  •  College-Level  Examination  Program® 
College  Board® 

College  Board  Online™ 

College  Cost  Explorer/FUND  FINDER® 
CollegeCredit™ 

College  Explorer® 

College  Explorer®  PLUS 
College  Planner™ 

CSS/College  Money  PLANNER™ 

CSS®  •  The  College  Scholarship  Service® 
CSS/Financial  Aid  PROFILE™ 

ExPAN® 

ExtraCredit® 

ExtraTime™ 

FAF® 

INAS® 

One-on-One  with  the  SAT*" 

PARS® 

PowerFAIDS™ 

SAT® 

SSS®  •  Student  Search  Service® 

Turbo-PARS™ 


The  College  Board 

Educational  Excellence  for  All  Students 


3  AN  ATTORNEY  pens  a  trade¬ 
mark  primer  for  publishers  and 
journalists.  What  you  need  to 
know,  from  the  commonplace,  to 
the  marketplace,  to  cyberspace. 


The  Fourth  Estate 


December  9,  1995 


From  the  section  editor  .  .  . 

Trademarks,  branding 
and  cyberspace 


3 THE  NAME  game  is  often 
about  local  color.  How  a  news¬ 
paper’s  name,  nameplate  de¬ 
sign  and  motto  can  create  an  iden¬ 
tity  that  reflects  the  area’s  character 
and  forms  a  bond  with  readers. 


tion,  just  another  way  to  build  brands. 

“I  don’t  think  the  online  world,  as  far 
as  trademarks  are  concerned,  is  any 
different,”  said  Kenneth  Richieri,  who 
handles  trademark  work  as  New  York 
Times  Co.  assistant  general  counsel. 

The  New  York  Times  is  trying  to 
strengthen  its  reputation  for  quality 
journalism  and  extend  it  to  a  new  audi¬ 
ence,  Richieri  said. 

Cyberspace  offers  a  world  of  poten¬ 
tial,  but  for  all  the  hoopla,  little  money 
is  being  made  there.  Brands  are  still 
made  and  protected  the  old-fashioned 
way:  in  print  and  on  TV  —  noton 
computer  screens.  The  overwhelming 
reality  is  that  advertisers  and  readers 

—  ofnewspapers  printed  on  newsprint 

—  are  still  filling  publishers’  coffers. 

Increased  merchandising  of  famous 

names  in  recent  years  —  Coke  cloth¬ 
ing  and  USA  Today-branded  specialty 
publications  —  has  made  trademarks 
more  important,  and  valu- 

■  able,  than  ever. 

As  a  result,  companies 


The  MEDIA  WORLD — 
already  cacophonous  and 
confusional  —  is  facing  a 
revolution  that  could  oblit¬ 
erate  traditional  models  of 
information  businesses.  It’s  called  the 
Internet. 

To  paraphrase  an  ad  pitch.  This 
changes  everything.  Or  at  least  every¬ 
body  is  acting  like  it  will. 

The  ability  to  communicate  words, 
sound  and  moving  pictures  to  comput¬ 
ers  around  the  world  in  an  instant  has 
spawned  a  vast  stampede  to  the  Inter¬ 
net’s  World  Wide  Web,  a  network  of 
computer  users  and  information  so 
vast  it  is  unfathomable. 

For  media  businesses  and  mass  mar¬ 
keters,  the  explosion  of  online  services 
—  a  kind  of  great  equalizer  that  gives  a 
lone  entrepreneur  the  same  power  to 
communicate  as  a  multibillion-dollar 
corporation  —  poses  a  problem:  With 
choices  so  bewilder  ing,  how 
does  a  brand  stand  out  from 
the  crowd? 

Nobody 


7 IN  THE  symbiotic  relationship 
between  newspapers  and  pro¬ 
fessional  sports  franchises,  the 
game  is  changing.  Leagues,  hungry 
for  merchandising  money,  are  cool¬ 
ing  to  the  idea  of  letting  newspaper 
companies  use  team  logos  to  peddle 
papers. 


T  i^TRADEMARK  OWNERS 
1 1  I  want  newsrooms  to  honor 
JL  V/  trademarks.  How  circum¬ 
stances  often  conspire  to  put  the 
two  sides  at  odds,  despite  good  in¬ 
tentions. 


I  ^IT’S  OFTEN  overlooked, 
I  /hut  you  can  actually  get 
Jl  sued  for  trademark  infringe¬ 
ment.  A  lawyer  examines  the  legal 
threats,  looks  at  an  illustrative  case 
in  point,  and  notes  possible  avoid¬ 
ance  strategies. 


T  IS  BRAND  advertising  a 
I  1*^  lost  art  in  newspapers?  An 
JL  V_/  ad  man  argues  that  it  is 
and  offers  “rules”  to  help  news¬ 
papers  exploit  their  branding  clout. 


1  he  answer  is: 
knows.  That’s  why  thousands 
ofbusinesses  are  rushing  into 
cyberspace.  Companies  are 
launching  Web  sites,  and  JBj 

publishers  are  launching  in- 
formation  products,  either  ^ 
on  online  services,  Web  sites 
or  combinations. 

Branding  was  hard  enough  in  the 
“old”  days  —  say  five  years  ago  — 
when  media  came  in  two  flavors,  print 
and  broadcast.  It’s  a  lot  harder  now, 
when  a  whole  new  medium  is  rocking 
the  boat. 

But  hold  on  a  minute.  Maybe  it’s  just 
a  new  medium  in  search  of  an  applica- 


^  ^IBM  LOSES  face  —  and 
/  /  Big  Blue  nickname,  to 
JmjJ^hoot  —  after  picking  a 
fight  with  a  small  computer  parts 
company.  A  priceless  tale  of  how 
the  intricacies  of  trademark  law  can 
humble  a  giant. 


now. 
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From  Inner  Space 
To  Cyberspace 


An  unregistered  trademark  tutorial  for  publishers  and  journalists 


by  Susan  L.  Cohen 

names  as  Ford,  Lincoln  and  Mercury  pyramids,  indicate  the  blocks’  source. 
—  that  gives  the  company  a  brand  Similarly,  seals  cast  in  bricks  in  ancient 
identity.  Mesopotamia  indicate  source  and  qual- 

Trademarks,  along  with  copyrights  ity. 
and  patents,  are  collectively  known  as  In  the  Middle  Ages,  craftsmen  used 
intellectual  property.  Real  property  is  hallmarks  and  guild  marks  to  identify 
your  house,  farm,  summer  cottage,  ski  the  source  and  quality  of  products.  In 
lodge.  Personal  property  is  your  car,  France,  weavers  identified  their  work 
jewelry,  paintings.  Intellectual  proper-  through  marks  woven  into  silk.  In  the 
ty  is  the  fruit  of  your  intellect,  a  con-  days  of  the  Old  West,  cowboys  brand- 
cept  writers  should  understand  in  ed  cattle  for  the  same  reasons, 
terms  of  copyrights.  In  the  early  years  of  the  Soviet 

A  trademark  or  service  mark  can  be  Union,  the  government  abolished 
a  word,  symbol  or  slogan,  or  a  combi-  trademarks  as  symbols  of  capitalism’s 
nation,  that  is  used  to  identify  a  prod-  decadence.  Nevertheless,  in  the  1970s, 
uct’s  origin.  It  also  serves  as  an  indica-  someone  I  knew  visited  a  Russian  food 
tor  of  quality,  a  kind  of  shorthand  for  store  not  long  after  sugar  was  delivered 
consumers  to  use  in  recognizing  goods  —  all  of  it  in  plain  brown  wrappers  la¬ 
in  a  complex  marketplace.  beled  “sugar.”  Noticing  that  shoppers 

Trademarks  date  back  to  the  dawn  rummaged,  selecting  some  packages 
of  civilization.  Marks  carved  into  stone  while  rejecting  others,  my  acquaint- 
blocks,  used  to  build  the  Egyptian  ance  asked  what  was  going  on.  The 


VERY  DAY  WE 


are  sur- 

■  .  rounded  by  trademarks.  We 

see  them  in  stores,  in  adver- 

■  tisements  in  newspapers  and 
on  television,  and  in  almost 

everywhere  else  in  our  lives.  They 
bombard  us  from  the  moment  we  pick 
up  the  tube  of  toothpaste  in  the  morn¬ 
ing  until  we  go  to  bed  at  night. 

Everybody  who  shops  for  holiday 
gifts  would  find  the  task  nearly  impos¬ 
sible  without  trademarks.  Can  you 
imagine  a  child  of  today  not  requesting 
a  toy  by  brand  name? 

Why  are  trademarks  important  to 
people  who  make  their  living  through 
print  media,  and  what  do  authors,  edi¬ 
tors  and  publishers  need  to  know 
about  trademarks? 

Let’s  answer  the  questions  by  look¬ 
ing  at  three  basic  issues:  1.  what  you 
should  know  about  the  use  of  trade¬ 
marks  in  the  news,  2.  what  you  should 
know  about  your  own  publishing 
trademarks,  and  3.  protecting  your 
trademarks  in  cyberspace. 

The  basic  principles  of  trademark 
law  are  less  complicated  than  rocket 
science.  I  often  say  that  black  letter 
trademark  law  fits  on  two  three-by- 
five-inch  index  cards  —  and  the  rest  is 
commentary. 

So  why  are  trademarks  important? 
They  represent  the  entire  goodwill  of  a 
company.  Ford  Motor  Co.  could  re¬ 
build  its  plants,  but  could  never 
reestablish  its  position  in  the  market¬ 
place  if  it  called  its  vehicles  Cars.  It  is 
the  consumers’  recognition  —  of  such 
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guide  explained  that  the  bottoms  of 
the  bags  were  stamped  with  the  num¬ 
ber  of  the  refinery  that  had  processed 
the  sugar,  and  consumers,  based  on 
their  knowledge  of  which  refineries 
produced  better  sugar,  were  drawn  to 
the  better  product.  In  other  words, 
trademarks  survived  —  despite  being 
officially  abolished. 

What  does  this  mean?  If  Coca-Cola 
Corp.  suffered  a  major  disaster  —  all  of 
its  plants  destroyed,  and  all  of  its  work¬ 
ers  quit  —  it  could  reestablish  itself  by 
building  new  plants  and  hiring  new 
workers.  As  long  as  the  public  contin¬ 
ues  to  recognize  Coca-Cola  trade¬ 
marks,  the  company  has  a  role  in  the 
marketplace.  If,  however,  it  loses  its 
trademarks,  it  loses  its  recognition  in 
the  eyes  of  consumers. 

In  the  late  1980s,  Philip  Morris 
Corp.  paid  a  premium  price  to  buy 
General  Foods  because,  the  Philip 
Morris  chief  said,  of  its  brand  names. 
The  premium  was  worth  it,  he  said,  be¬ 
cause  it  would  take  so  long  for  any  oth¬ 
er  brand  to  develop  the  consumer 
recognition  of  such  General  Foods 
brands  as  Maxwell  House  coffee. 

However,  while  it  is  possible  to 
maintain  trademark  rights  for  as  long 
as  a  mark  is  in  use,  it  is  also  possible  for 
marks  to  become  so  identified  with  a 
product  that  the  public  perceives  the 
mark  and  the  goods  to  be  synonymous, 
rendering  the  trademark  generic,  a  sta¬ 
tus  avoided  by  using  the  trademark 
properly. 

For  example,  Otis  Elevator  Co.  lost 
the  trademarks  Elevator  and  Escalator 
because  the  terms  were  so  misused  — 
not  only  by  the  public,  but  by  the  com¬ 
pany  itself.  Other  marks  that  have  be¬ 
come  generic  over  time  are  cellophane, 
lanolin,  thermos,  yo-yo,  trampoline 
and  aspirin. 

When  the  press  misuses  a  trade¬ 
mark,  it  can  lead  to  a  process  resulting 
in  the  owner  losing  the  rights  to  the 
mark.  This  is  especially  true  for  trade¬ 
marks  with  strong  consumer  recogni¬ 
tion  for  the  products  they  represent, 
and  usually  a  dominant  market  share. 

Some  commonly  misused  trade¬ 
marks  are  Xerox,  Rolodex,  Formica, 
Hide-A-Bed  and  Frisbee.  Because  a 
trademark,  by  definition,  is  an  adjec¬ 
tive  modifying  a  noun,  the  following 
examples  demonstrate  how  trademarks 
should  be  used;  Xerox  photocopiers. 


Rolodex  rotary  card  file,  Formica  plas¬ 
tic  laminate,  Hide-A-Bed  convertible 
sofa,  and  Frisbee  flying  disk.  When  you 
use  trademarks  as  nouns  or  verbs,  you 
diminish  the  strength  of  the  trademark 
and  erode  the  owner’s  rights. 

In  order  for  an  owner  to  retain 
rights  to  a  trademark,  a  kind  of  police 
action  is  required.  Owners  have  to  call 
attention  when  the  mark  is  misused 
and  correct  misuses.  Owners  are  also 
obliged  to  attempt  to  halt  the  use  of 
trademarks  that  are  similar  enough  to 
cause  confusion. 


Can  you 
imagine  a  child 
of  today  not 
requesting  a  toy  by 
brand  name? 


When  a  newspaper  misuses  a  trade¬ 
mark,  it  misleads  the  public  into  be¬ 
lieving  that  there  is  no  proprietary  in¬ 
terest  in  the  mark  and  that  the  public 
can  use  the  mark  generically. 

Writers  who  use  trademarks  should 
do  so  properly.  That  means  using  a 
trademark  as  an  adjective  modifying  a 
noun.  The  mark  should  be  written  in 
all  uppercase  letters,  or  at  least  initial 
caps.  While  sometimes  they  imply 
nouns,  trademarks  should  always  be  set 
off  to  indicate,  in  some  way,  that  they 
are  not  ordinary  words  in  the  English 
language.  If  possible,  there  should  be  a 
notation,  perhaps  in  fine  print  at  the 
end  of  the  article,  that  states  that  XYZ 
or  PQR  are  trademarks  owned  by  a 
certain  company. 

Under  federal  law,  a  trademark  reg¬ 
istration  is  constructive  notice  to  the 
world  of  the  existence  of  the  mark.  You 
are,  therefore,  assumed  to  know  about 
a  given  mark,  and  you  have  a  duty  to 
use  it  properly.  There  are  a  variety  of 
reference  sources  on  trademarks.  The 
book  Trademark  Directory  (Thomson 
&  Thomson,  North  Quincy,  Mass.)  for 
one,  lists  registered  trademarks.  The 
New  York-based  International  Trade¬ 
mark  Association  operates  a  hotline 


(212-768-9886)  to  answer  phone  in¬ 
quiries.  Commercial  databases  such  as 
Dialog,  Mountain  View,  Calif.,  provide 
listings  of  registered  marks  and  their 
owners  to  subscribing  computer  users. 

Now,  let’s  consider  publishers  and 
their  own  trademarks.  You  should 
know  that  the  name  of  your  newspaper 
or  magazine  is  considered  a  trademark, 
whether  or  not  it  is  registered  with 
state  or  federal  authorities. 

Using  the  hlew  York  Times  as  an  ex¬ 
ample,  The  New  York  Times  is  a  trade¬ 
mark  —  including  its  distinctive  goth¬ 
ic  typeface  —  of  the  New  York  Times 
Co.  The  paper’s  other  trademarks  in¬ 
clude  the  slogan.  All  the  News  That’s 
Fit  to  Print,  and  the  NYT  logo. 

When  you  investigate  what  trade¬ 
marks  are  used  by  your  publication,  act 
like  a  reporter  getting  a  story.  Deter¬ 
mine  what  marks  are  in  use  and  then 
ascertain  if  they  are  registered.  If  your 
marks  are  not  registered,  you  may  want 
to  consider  filing  an  application  with 
the  U.S.  Patent  and  Trademark  Office, 
Washington,  D.C. 

Besides  laying  formal  claim  to  your 
trademark,  federal  registration  en¬ 
hances  the  rights  that  come  with  the 
adoption  and  use  of  the  mark  at  com¬ 
mon  law.  Due  to  the  explosive  use  of 
the  information  superhighway,  mainly 
the  Internet,  registration  may  be  more 
important  now  than  ever  before  in 
dealing  with  trademark  problems  that 
can  arise. 

Why?  Consider;  Somebody  may  reg¬ 
ister  an  Internet  domain  name,  essen¬ 
tially  an  address  on  the  worldwide 
computer  network,  that  could  be  con¬ 
sidered  confusingly  similar,  or  identical 
to,  the  name  of  your  publication. 

You  may  have  read,  or  even  written, 
stories  about  conflicts  in  which  indi¬ 
viduals  or  competitors  have  essentially 
co-opted  famous  corporate  identities 
for  use  as  domain  names.  The  long-dis¬ 
tance  company  Sprint  briefly  owned  a 
domain  name  (mci.com)  that  was  an 
obvious  tweak  at  a  rival.  The  educa¬ 
tional  services  company  Princeton  Re¬ 
view  similarly  took  a  domain  name 
reminiscent  of  a  competitor 
(kaplan.com).  And  Adam  Curry,  a  for¬ 
mer  MTV  VJ,  took  a  domain  name 
(MTV.com)  similar  to  his  employer’s 
name  while  still  working  for  MTV. 


(See  Tutorial  on  page  19T) 
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Reflect!^ 

Community 

Character 


Nameplates,  mottos  anchor  newspapers  to  the  places  they  cover 


by  Robyn  B.  Furman 


FARMER  who  tills  ers.  Bulletin  editor  Darren  Hillock  re¬ 
ad  sows  the  seeds,  In  the  rural  landscape  of  Kenosha,  called  that  after  a  restructuring  three 

aper  publisher  cul-  Wis.,  it’s  “News  That’s  Home-grown.”  years  ago,  the  paper  sought  a  slogan 

ense  of  community  At  least  that’s  the  motto  for  the  Bui-  with  a  strong  local  appeal. 

5  ideas.  letin,  a  weekly  total-market-coverage  “We  were  trying  to  find  a  way  to  de- 

and,  hopefully,  the  paper  published  by  the  daily  Kenosha  fine  the  fact  that  the  Bulletin  is  an  all¬ 
connect  with  read-  News.  local  newspaper,”  he  explained,  stress- 


Bullpjiu 


Rustler^ 


,  ftx  more  than  I(X)y»ars 
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ing  the  importance  of  linking  the  pa¬ 
per  to  the  community. 

The  best  way,  managers  decided, 
was  to  emphasize  the  community’s  ru¬ 
ral  character,  and  “News  That’s  Home¬ 
grown”  just  seemed  to  fit  the  bill. 
Hillock  said. 

Newspapers  across  the  country,  from 
urban  centers  to  rural  hamlets,  face  the 
same  challenge:  creating  an  identity 
that  captures  the  spirit  of  their  com¬ 
munity.  And  they  often  succeed  —  in 
their  nameplate  designs  and  slogans, 
whether  registered  trademarks  or  not. 
At  best,  newspaper  identities  colorful¬ 
ly  evoke  the  regional  cultures  they  ex¬ 
ist  in,  whether  in  a  grimy,  old  North¬ 
east  industrial  center  or  a  rundown 
Southwest  desert  ghost  town. 

In  Hooper,  Neb.,  the  Rustler  Sen¬ 
tinel’s  flag  boasts  a  heart  and  the  motto 
“The  Heart  of  the  Elkhorn  Valley.”  It’s 
simple,  but  hits  home  to  the  folks  in 
Hooper,  executives  say. 

“We  wanted  a  local  angle,  and  that’s 
what  this  area  is  called,”  said  Gina  Pe¬ 
ters,  the  weekly’s  advertising  director. 
“It’s  a  really  common  saying.” 

When  Nick  Payton  took  over  the 
weekly  Union  County  Leader  in  Clay¬ 
ton,  N.M.,  back  in  1980,  he  wanted 
the  paper  to  be  more  responsive  to 
readers.  In  the  region,  along  the  old 
Santa  Fe  Trail  in  the  northeast  corner 
of  the  state,  that’s  the  cowboy  way. 

For  Payton,  editor  and  publisher,  the 
flag  design  —  showing  the  newspaper’s 
name  spelled  out  in  the  curves  of  a  las¬ 
so  —  captures  the  image  perfectly,  es¬ 
pecially  when  a  cowboy  is  twirling  the 
lariat. 

The  goal  he  said,  echoing  almost 
everybody  interviewed  for  this  article, 
was  to  keep  the  community’s  voice  in 
tune  with  its  people. 

Deborah  Withey,  president  for  the 
Society  of  Newspaper  Design,  said  it  is 
especially  important  for  small-  and 
mid-size  newspapers  to  craft  a  design 
that  communicates  the  town’s  person¬ 
ality,  what  sets  it  apart. 

Withey,  who  is  also  the  design  con¬ 
sultant  for  Knight-Ridder  Inc.  news¬ 
papers,  said  smaller  U.S.  newspapers 
are  often  “pretty  homogenized”  and, 
therefore,  need  to  develop  strong  iden¬ 
tities  in  order  to  survive.  A  good  local- 

Furman  is  a  research  assistant  at  Editor 
&  Publisher  Co. 


ized  identity,  she  said,  gives  people  an 
incentive  to  pick  up  the  paper,  and 
that’s  the  first  step. 

“Content  improvement  is  most  im¬ 
portant,  but  the  design  gives  the  first 
impression,”  she  said.  Reader  satisfac¬ 
tion  has  been  proven  to  increase  when 
a  newspaper’s  logo  reflects  the  local 
identity,  she  said,  crediting  local  color 
in  newspaper  design  with  inspiring  a 
sense  of  pride  in  readers. 

Withey  advises  newspapers  to:  1. 
make  the  news  accessible,  and  2.  re¬ 
flect  the  community  in  both  content 
and  design. 

Besides  the  nameplate,  a  newspa¬ 
per’s  slogan  can  also  set  the  tone  for  its 
role  in  the  community. 


“Content 

improvement  is  most 
important,  hut  the 
design  gives  the 
first  impression,** 
Withey  said. 


In  the  summer  of  1978,  Dave  Dan- 
forth  set  out  to  create  an  aggressive 
newspaper  when  he  founded  the  Aspen 
Daily  News  —  but  he  didn’t  come  up 
with  a  slogan  until  a  year  and  a  half 
later,  when  a  young  woman  ap¬ 
proached  him  at  a  party  and  asked  why 
he  had  printed  her  boyfriend’s  name  in 
a  list  of  drunk-driving  suspects. 

“She  started  giving  me  this  whole 
sob  story  about  how  it  was  all  her 
fault,”  Danforth  explained.  “She  said 
they  had  a  fight  [and]  she  broke  up 
with  him  and  threw  him  out,  even 
though  he  had  been  drinking.” 

News  readers  knew  full  well  that  the 
paper  routinely  printed  the  names  of 
people  arrested  on  drunk-driving 
charges,  so  Danforth  explained  “that  if 
she  didn’t  want  it  in  the  paper,  she 
shouldn’t  have  done  it.” 

“That’s  it,”  Danforth’s  friend  ex¬ 
claimed,  elbowing  the  publisher  in  the 
side.  “That’s  your  slogan.” 

Thus  evolved  the  News'  motto:  “If 
you  don’t  want  it  printed,  don’t  let  it 


happen.” 

Despite  widespread  resistance  — 
from  advertisers  and  from  Madison 
Avenue  types  who  complained  about 
the  slogan’s  double  negative  —  Dan¬ 
forth  put  the  motto  in  the  masthead  in 
small  italic  type,  a  concession  to  skep¬ 
tics.  Eventually,  because  he  felt  Page 
One  should  reflect  the  paper’s  values, 
he  moved  the  slogan  right  up  with  the 
flag. 

“There  hasn’t  been  a  complaint  in 
years,”  Danforth  said  of  the  slogan, 
which  he  eventually  registered  as  a 
trademark.  “Most  people  think  it’s 
kind  of  funny  ....  People  talk  about  it 
a  lot,  but  it  is  definitely  distinctive  to 
our  paper.” 

It  wasn’t  until  one  night  in  the  late 
1980s  that  he  discovered  how  distinc¬ 
tive.  He  was  watching  the  ABC  TV 
program  “Night  Line”  during  a  discus¬ 
sion  of  Gary  Hart  and  how  far  the  me¬ 
dia  should  go  in  reporting  a  candidate’s 
personal  life. 

“It  was  the  best,”  Danforth  recalled. 
“The  person  being  interviewed  said, 
‘There  is  a  newspaper  in  Colorado 
whose  motto  is:  If  you  don’t  want  it 
printed,  don’t  let  it  happen.  If  Gary 
Hart  had  been  thinking  about  that  slo¬ 
gan,  maybe  we  wouldn’t  be  here  now.’  ” 

Not  bad  for  a  line  conceived  at  a 
cocktail  party. 

Some  newspapers  are  a  bit  more  tra¬ 
ditional  —  an  approach  that  works  for 
the  New  York  Times,  whose  “All  the 
News  That’s  Fit  to  Print”  has  been  one 
of  the  most  well-known  institutional 
mottos  ever  since  the  late  19th  centu¬ 
ry- 

It  was  invented  by  Adolph  S.  Ochs, 
who  came  to  New  York  from  Chat¬ 
tanooga,  Tenn.,  and  bought  the  Times 
with  the  intent  to  make  it  the  city’s 
finest  paper. 

Once,  responding  to  praise  for  the 
Times’  content,  Ochs  explained  that 
he  simply  published  “all  the  news  that’s 
fit  to  print.” 

Although  he  liked  the  slogan  from 
the  start,  he  offered  $100  to  anyone 
who  came  up  with  a  better  one  —  in 
10  words  or  less  —  a  contest  that 
prompted  thousands  of  entries. 

Ochs  ultimately  decided  his  own  was 
the  best,  but  rewarded  D.M.  Redfield 
of  New  Haven,  Conn.,  for  his  entry. 


(See  Character  on  page  19T) 
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Fine  Line: 

Sports  Trademarks 

Thirsty  for 
merchandising 
cash,  leagues  sour 
on  newspaper 
promotions 

by  Michael  Davis 

HEN  DALLAS 
Cowboys  owner  Jerry 
Jones  tried  to  cut  side 
deals  with  Nike  and 
Pepsi  for  merchandis¬ 
ing  rights,  he  was  promptly  met  with  a 
lawsuit  from  the  National  Football 
League. 

While  most  people  focused  on  Jones’ 
attempts  to  skirt  the  league’s  salary  cap, 
the  true  fight  was  over  the  closely 
guarded  money  the  league  makes  from 
its  control  of  team  trademarks,  includ¬ 
ing  logos. 

Yet  newspapers  publish  football  team 
logos,  and  those  of  other  leagues,  every 
day  and  pay  nothing.  The  distinction  is 
an  age-old  dichotomy:  news  versus 
marketing.  Using  logos  in  the  news  is 
an  editor’s  choice  that  teams  usually 
enjoy,  but  using  them  to  sell  papers  is  a 
privilege  that  only  the  trademark  own¬ 
er  can  grant. 

Make  no  mistake:  Licensing  team  lo¬ 
gos  means  big  money  for  the  profes¬ 
sional  sports  leagues.  Lately,  their 
propensity  for  allowing  newspapers  to 
use  registered  sports  trademarks  any¬ 
where  outside  news  pages  is  waning, 
newspaper  news  and  marketing  execu¬ 
tives  say,  and  the  practice  of  news¬ 
papers  using  team  logos  in  marketing 
promotions  is  expected  to  become 


Michael  Davis,  a  Houston-based  free- 
lance  writer,  has  covered  business  news 
for  over  a  decade,  at  the  Houston  Post 
and  San  Antonio  ExpresS'News . 


You  can’t 
Xerox 
a  Xerox 
on  a  Xerox. 

But  we  don’t  mind  at  all  if  you  copy  a  copy  on  a 
Xerox  copier. 

In  fact,  we  prefer  it.  Because  the  Xerox  trademark 
should  only  identify  products  made  hy  us.  Like  Xerox 
copiers,  printers,  fax  machines,  software  and  multi¬ 
function  machines. 

As  a  trademark,  the  term  Xerox  should  always  be 
used  as  an  adjective,  followed  by  a  noim.  And  it  is 
never  used  as  a  verb.  Of  course,  helping  us  protect 
our  trademark  also  helps  you. 

Because  you’ll  continue  to  get  what  yfflire 
actuaUy  asking  for. 

And  not  an  inferior  copy. 

THE  DOCUMENT  COMPANY  “is- 

[XJCUMENT 

Company 

XEROX 

XKROXf  The  Dortimenl  Compai^  and  the  stylized  X  are  trademarks  of  XEROX  CORPORATION.  56  USC  500. 
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That  character  is  an  ampersand:  &, 
It^s  part  of  our  name  and  trademark. 

We’re  pleased  to  be  quoted  and  referred  to  as  an  authoritative  source  of  facts  about  the  newspaper 
industry  and  market  demographics.  But,  when  you  refer  to  us  in  print  remember  that 
our  name  does  not  include  the  word  “and.”  It’s  Editor  &  Publisher. 

Please  follow  the  spelling  to  the  letter,  plus  a  character. 


Editor  &  Publisher 
INTERNATIONAL 

Year  Book* 


_ Editor  &  Publisher _ 

Market  Guide' 
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more  restrictive  as  the  number  of  re¬ 
quests  increases. 

The  conflict  over  logo  rights 
reached  a  flash  point  when  Jones 
threw  down  the  gauntlet  earlier  this 
year  and  declared  that  one  day  all  of 
the  Cowboys  logos,  including  the  hel¬ 
met  and  the  star,  will  eventually  “be 
handled  by  the  Dallas  Cowboys  and 
not  the  marketing  arm  of  the  NFL.” 

But  the  use  of  logos  in  editorial  con¬ 
tent  also  can  have  its  pitfalls.  The  re¬ 
cent  spate  of  teams  looking  for  new 
host  cities,  and  new  money, 
has  caused  some  pa¬ 
pers  in  cities  anxious 
for  an  NFL  franchise 
to  overstep  their  lee¬ 
way. 

Excited  by  the 

. _ prospect  of  Balti- 

N/  more  landing  the 

Cleveland  Browns,  the  Balti¬ 
more  Sun  ran  a  special  section  head¬ 
lined  “They’re  Baltimore’s  Browns 
Now.”  The  Sun  then  planned  a  T-shirt 
emblazoned  with  the  cover  of  the  sec¬ 
tion,  but  cancelled  the  shirt  after  the 
NFL  sent  a  “cease-and-desist”  letter 
warning  the  paper  to  stop  using  the 
name.  Sun  spokesman  Mike  Schultz 
said. 

“A  lot  of  times  writers  or  cartoonists 
will  consider  something  a  done  deal 
when  it  isn’t,”  NFL  spokesman  Brian 
McCarthy  said. 

Such  transgressions  are  relatively 
isolated,  McCarthy  said.  But  in 
Nashville,  a  city  eagerly  awaiting  a  deal 
to  land  the  Houston  Oilers,  a  Nashville 
Banner  editor  notified  the  league  when 
a  man  began  selling  items  carrying  the 
name  Nashville  Oilers. 

“The  paper  ran  a  story  and  a  photo 
on  the  man  and  explained  that  what 
he  was  doing  was  illegal.  It  was  very 
helpful,”  McCarthy  said. 

Paul  Van  Slyke,  chairman  of  the 
American  Bar  Association’s  division 
on  trademarks  and  competition,  said 
the  press  has  the  right,  for  news  pur- 


company  uses  a  registered  logo 
to  imply  that  a  team  or  M 

league  is  somehow  connect-  //  fJa 
ed  with  the  newspaper,  that  // 
creates  a  false  impression  in  li  ™ 
the  minds  of  the  con-  Cl 

sumers,  and  that  is  crossing  N® 
the  line. 

Even  the  anarchy  of  the  Internet 
has  not  been  able  to  muscle  in  on  the 
trademark  rights  of  professional  sports 
leagues.  As  things  stand,  only  the 
leagues  can  feature  logos  on  their 
World  Wide  Web  home  pages.  Van 
Slyke  said,  because  for  individual 
teams  to  do  so  would  be  considered 
publishing. 

Teams  generally  don’t  require  writ- 


“Wc  used  to  have 
a  ffrctty  ffood 
relations hif}  with  the 
teams f  but  these  days 
they  are  saying 
more  than  they 
are  saybif^  ^yes* 
when  it  comes  to 
usin^  trademarks/* 
Wheatley  said. 


ten  permission  from  the  league  to  use 
their  own  trademarks,  but  it  depends 
on  how  blatant  the  commercial  usage 
is.  Van  Slyke  said. 

The  bottom  line  is:  Though  teams 
own  the  rights  to  their  names,  leagues 
require  teams  to  cede  the  rights  to  the 
league. 

Hence,  Jones’  fight  with  the  NFL.  In 
an  antitrust  countersuit  designed  to 


The  way  the  system  generally 
works  is  that  the  league  shares 
I  ^  licensing  proceeds  with  team 
\  owners.  And  it’s  not  a  game 

^  of  nickels  and  dimes. 

Sports  Value,  Financial 
World  magazine’s  newslet- 
ter  on  sports  businesses, 
estimates  the  retail  sales 
of  registered  trademark 
merchandise  in  1993  for  professional 
football,  basketball,  baseball  and  hock¬ 
ey  generated  about  $8.7  billion  —  up 
from  about  $2  billion  in  1988. 

“My  sense  is  they  are  paying  more 
attention  to  the  use  of  logos  now,”  said 
Sports  Value  editor  Michael  Ozanian. 
“About  a  year  ago,  at  the  beginning  of 
Little  League  baseball,  the  league 
asked  little  league  teams  to  pay  a  fee  if 
they  used  a  trademark  name  like  the 
Braves.” 

Barbara  van  Pelt,  vice  president  of 
marketing  for  the  Dallas  Morning 
News,  said  that  from  a  marketing 
standpoint,  the  paper  has  never  had  a 
problem  using  the  Cowboys  logo  and, 
in  fact,  maintains  “a  very  good  rela¬ 
tionship  with  all  of  the  professional 
sports  franchises  here.” 

The  Morning  News  has  never  been 
denied  use  of  a  team  logo  and  rarely 
uses  logos  in  promotions,  she  said. 

“If  we  do  use  the  Cow¬ 
boys  logo  on  a  rack  card,  i 
we  must  get  their  per-  ^ 
mission,”  van  Pelt  said. 

“Normally,  it’s  only  a  a 
phone  call.  We  do  not 
obtain  a  written 
agreement  every  W 

time.” 

When  the  Cowboys  XXV 
reached  the  Super  1  j|  jj 
Bowl  last  year,  the  I  U  " 
paper  used  team  AilnfifnlQQ/; 
colors  and  names 
for  marketing  pur¬ 
poses  —  but  not  the  logo. 

In  Minneapolis,  the  Star  Tribune  has 
standing  permission  to  use  logos  in  the 


poses,  to  print  pictures  of  games  in 
which  logos  are  visible  —  but 
not  the  right  to  use  logos  to 
peddle  newspapers. 

It’s  the  responsibility  of 
news  organizations  not  to 
cross  the  line  into  mar¬ 
keting  unless  they  have 
permission.  If  a  newspaper 


break  up  NFL  Properties  Inc.,  the 
entity  that  oversees  league  trade¬ 
marks,  he  has  accused  the 
company  of  acting  as  an  ille¬ 
gal  monopoly. 

“Jones  is  trying  to 
breach  his  deal  with  the 
league  by  making  side 
deals,”  Van  Slyke  said. 

TM 


news,  but  not  in  rack  promotions,  said 
Tim  Wheatley,  sports  section  coordi¬ 
nating  editor. 

“We  used  to  have  a  pretty  good  rela¬ 
tionship  with  the  teams,  but  these  days 
they  are  saying  ‘no’  more  than  they  are 
saying  ‘yes’  when  it  comes  to  using 

(See  Sports  on  page  20T) 
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Help 
protect 
^erica’s 
favorite 
institatioiis: 
motherhood, 
apple  pie 
and 
SPAM* 

luncheon  meat. 


Actually,  we  don’t  sense  a 
problem  with  motherhood 
and  apple  pie,  but  Hormel 
Foods  wants  to  make  sure 
you  know  that  SPAM  is 
our  registered  trademark 
for  luncheon  meat  and 
should  not  be  used  as  a 
generic  descriptor  for 
canned  luncheon  meat. 
Because  a  trademark  is  a 
proper  ac^ective,  the  word 
“SPAM”  should  always  be 
in  capital  letters  accompa¬ 
nied  by  the  ®  symbol  and 
followed  by  the  generic 
noun  “luncheon  meat.” 
We’re  very  proud  to  be 
the  sole  source  of  SPAM® 
luncheon  meat  and  look 
forward  to  people  saying 
(or  writing),  “I  had  SPAM® 
luncheon  meat  for 
breakfast.” 

Thanks, 

Hormel  Foods  Corporation 


(Hoiinet) 

©Hormel  Foods  Corporation  1993 


Trademarks 
In  The  Trenches 

How  newspapers  use  and  abuse  them,  and  why 


by  Roger  S.  Peterson 


CORPORATIONS  AND 
other  holders  of  trade¬ 
marks  get  nervous  when 
newspapers  use  their 
brand  names  incorrectly. 
The  list  of  lost  marks,  such  as  as¬ 
pirin  and  escalator,  is  exceeded  in 
length  only  by  the  number  of  Maalox 
brand  antacids  or  Grecian  Formula 
brand  hair  coloring  applications  that 
corporate  lawyers  and  marketers  use  to 
mask  their  anxiety. 

U.S.  trademark  law  has  four  cate¬ 
gories:  trademarks  (for  goods  and 
products),  service  marks  (American 
Express’s  “Membership  has  its  privi¬ 
leges”),  certification  marks  (Good 
Housekeeping  Seal  of  Approval),  and 
collective  membership  marks. 

The  term  Realtor,  a  collective  mem¬ 
bership  mark  of  the  National  Associa¬ 
tion  of  Realtors,  was  originally  coined 
in  Minneapolis  in  1916,  before  agent  li¬ 
censing  was  required.  NAR  counsel 
Michael  Thiel  explains  that  member¬ 
ship  marks  are  often  used  as  proper 
nouns,  whereas  product  trademarks  are 
more  properly  used  as  adjectives,  as  in 
Thermos  brand  insulated  container. 

“Usually  reporters  in  the  real-estate 
section  know  us  and  our  Realtor  mark,” 
said  Thiel.  “The  problem  is  when 
someone  outside  the  real-estate  beat 
writes  a  story.  It  may  be  entirely  cor¬ 
rect,  but  the  headline  is  written  by 
someone  else  who  wants  to  cut  words 
by  writing  realtor  instead  of  real-estate 
broker.” 

Corporate  press  releases  typically 
use  a  superscript  ®  or  ™  next  to  the 
first  use  of  the  mark,  and  often  con¬ 
clude  with  a  “note  to  editors”  about 
the  marks  and  who  owns  them. 

But  how  do  editors  view  trademarks? 
“I  believe  newspapers  should  help 
guard  trademarks,  because  newspapers 
themselves  are  always  guarding  their 
own  mastheads. . . .  You  know,  whether 


it’s  the  Herald  or  The  Herald,”  says 
Mike  Middlesworth,  formerly  business 
manager  and  managing  editor  of  the 
Honolulu  Advertiser. 

At  the  NewS'Gazette  in  Cham¬ 
paign,  Ill.,  copy  editor  Pete  Wetmore 
agrees. 

“We  need  to  be  accurate,”  he  says. 
“It  bothers  me  when  I  see  the  name  of 
my  newspaper  misused.  We  use  the  AP 
stylebook.  But  we  supplement  it  with 
the  Trademark  Checklist  compiled  by 
the  International  Trademark  Associa¬ 
tion,  and  we  call  the  trademark  office 
if  necessary.  We  use  generics  whenever 
possible.  For  example,  we  would  use 
trash  bin  instead  of  Dumpster.  Dump¬ 
ster  is  a  trademarked  term.  We  use 
brand  names  only  when  it’s  essential  to 
the  story,  but  we  do  not  indicate  trade¬ 
mark  superscripts.” 

Policies  on  trademarks  vary  by  copy 
desk.  As  Middlesworth  says,  “If  the 
copy-desk  chief  is  in  tune  with  the 
copyright  issue,  then  capitalization  and 
the  other  rules  are  followed.  In  some 
places,  though,  I’ve  found  people  who 
go  out  of  the  way  to  avoid  using  a 
trademark  and  use  the  generic  word 
instead.” 

“The  copy  editor,”  Middlesworth 
adds,  “is  the  last  bastion  of  defense  on 
the  trademark  issue.” 

Do  others  in  the  newsroom  see  the 
issue  differently? 

“I  am  mindful  that  some  things  that 
seem  generic  are  really  trademarked 
terms,”  says  Clint  Swett,  business  re¬ 
porter  and  former  copy  editor  at  the 
Sacramento  Bee,  “but  I  don’t  give  it  a 
whole  lot  of  thought.” 

Peter  Bhatia,  managing  editor  at  the 
Portland  Oregonian,  agrees  they  aren’t 
a  top  priority,  saying,  “The  whole 
trademark  issue  is  not  one  that  occu¬ 
pies  a  lot  of  people’s  time.” 

Editors  and  reporters  say  the  most 
vigilant  trademark  protectors  are  com- 


lOT 
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panics  like  Kimberly-Clark  Corp. 
(Kleenex  brand  facial  tissue),  Coca- 
Cola  Co.,  Xerox  Corp.,  Dow  Chemical 
Co.  (Styrofoam  brand  insulation),  and 
Johnson  &  Johnson  (Band-Aid  brand 
adhesive  bandages). 

“Over  the  years.  I’ve  gotten  letters 
from  many  companies  on  the  issue,” 
Middlesworth  claims.  “I’d  hand  them 
to  the  copy-desk  chief,  and  he  might 
mumble  something  and  pass  the  letter 
around.  A  company  gets  vigilant  and 
starts  sending  letters  when  they  sense 
they  are  losing  a  mark.” 

Glenn  Kramon,  deputy  business  edi¬ 
tor  at  the  New  York  Times,  says  the  pa¬ 
per’s  style  rules  sometimes  conflict 
with  renderings  prescribed  by  trade¬ 
mark  owners.  “An  example  is  a  capital 
letter  in  the  middle  of  a  name.  We 


“The  whole 
trademark  issue 
is  not 

one  that  occupies 
a  lot  of  people \s 
tirne/^ 


lowercase  those,  and  it  drives  compa¬ 
nies  like  PepsiCo  crazy.  They  want  it 
run  together,  one  word,  upper  case  C, 
and  a  comma  between  PepsiCo  and 
Inc.  We  don’t  do  it  that  way.” 

“We  understand  that  companies  are 
determined  to  preserve  their  marks,” 
adds  Bhatia,  “but  over  the  years,  some 
of  them  have  been  downright  obnox¬ 
ious.  Wham-O,  for  example,  regularly 
sent  letters  if  you  used  Frisbee  uncapi¬ 
talized.  Thermos  is  another  example. 
Our  policy  is  to  protect  the  mark,  un¬ 
less  it  has  progressed  to  the  point  that 


Peterson,  a  business  writer^and 
consultant  in  marketing 
communications,  lives  in  Rocklin,  Calif. 
He  wrote  this  article  on  an  off'brand 
IBM  clone  computer,  conducted 
interviews  using  MCI  brand  long¬ 
distance  service  and  drove  it  in  a  Dodge 
Shadow  brand  car  from  Crysler  Corp. 
to  be  shipped  by  Federal  Express. 


the  word  has  become  part  of  everyday 
language.  Thermos  is  a  good  example. 
1  suspect  most  newspapers  don’t  capi¬ 
talize  Realtor  anymore  either,  because 
it  has  become  a  common  noun  in  nor¬ 
mal  conversation.” 

(The  Frisbee  flying  disk  is  now  a 
product  of  Mattel  Inc.) 

The  Styrofoam  mark  is  particularly 


difficult  for  copy  editors,  because  there 
is  no  widely  recognized  term  to  de¬ 
scribe  those  white,  foam  coffee  con¬ 
tainers  used  in  fast-food  stores.  But 
Middlesworth  suggests  the  issue  ex¬ 
tends  beyond  trademarks,  because 
foam  cups  are  not  made  of  Styrofoam 

(See  Trenches  on  page  20T) 


Spelling 

Mobir 

any  other  way 
is  a  horse  of  a 
different  color. 


Mobii^  provides  products  and  services  that 
make  autos  mobile,  but  Mobil  does  not  end  with  an 
'E'.  MobiP  and  it's  red  “O',  os  well  os  the  winged 
horse  symbol,  are  all  registered  trademarks  of  the 
Mobil  Oil  Corporation. 

01995  Mow  Corporation 
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The 

Forgotten  Peril 


Trademark  infringement  is  one  more  risk  to  consider 
when  it’s  time  to  name  a  newspaper  or  buy  insurance 


▼  "XT'  TThen  newspaper 

%  i  publishers  hear  such 

\  jL  /  terms  as  “lawsuit” 
m  X  and  “media  liability,” 
Y  w  perils  such  as  libel, 

invasion  of  privacy  and  plagiarism  are 
likely  to  come  to  mind.  But  newspapers 
have  another  exposure  —  trademark 
infringement  —  and  it  shouldn’t  be 
overlooked. 


by  James  T.  Borelli 

Trademark  infringement  suits  can  be 
brought  under  a  federal  statute  known 
as  the  Lanham  Act,  similar  state 
statutes  and  common  law.  Such  suits 
are  brought  by  plaintiffs  who  believe 
that  marks  they  have  developed  to 
identify  their  goods  and  services  are 
being  used  by  a  competitor.  Plaintiffs 
typically  complain  that  such  uses  dilute 
their  marks  or  create  a  likelihood  of 


confusion  among  consumers. 

For  publishers,  the  most  direct  expo¬ 
sure  to  trademark  infringement  arises 
from  the  title  of  a  newspaper  or  one  of 
its  sections.  A  good  example  is  a  re¬ 
cent  case  pitting  the  Duluth  Netvs-Tri- 
bune  against  the  smaller  Mesabi  Daily 
News  and  Hibbing  Daily  Tribune.  All 
three  circulate  within  the  Iron  Range 
in  northeast  Minnesota,  though  the 


Everyday^  irregardless  of  his  homework, 
Jeffrey  went  **rollerblading**  because  it 
was  to  nice  to  lay  around  with  his  nose 
in  a  english  book. 


Oj- +Ke  7  e>*t‘ors  irv  +Kis  keadline/  Vollei4>laclin0^^  as  a  ve»*b  stnkes 
us  as  most  extt‘eme.  OtKe>*  oommotA  misuses  of  tke  Rollet'blade  bi^aud  name  include 
Volle>*bladeS/  ►*oIIed?lade>^/  blades^  blade»*s  and  bladin0!^  T^emembet^  tKe  cai^e|-ul 
wHte>*  skates  on  in-line  skates  known  as  1^olle»*blade®  skates. 

AJtallerbiade. 

01993  Rollerblade.  Inc  Rollerblade  and  The  Skate  Logo  are  trademarks  of  Rollerblade.  IrK. 
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Duluth  paper  goes  beyond,  and  all 
three  have  substantial  histories. 

The  smaller  dailies,  located  in  oppo¬ 
site  ends  of  the  region,  in  1994  decided 
to  jointly  publish  a  Saturday  edition 
named  the  Saturday  Daily  News  & 
Tribune,  designed  to  provide  compre¬ 
hensive  coverage  of  high  school  athlet¬ 
ics  and  weekend  features. 

Soon  after  the  new  paper  launched, 
the  Duluth  NewS'Tribune  complained 
that  the  new  competitor’s  nameplate 
infringed  on  the  News-Tribune’s  trade¬ 
mark  nameplate,  creating  confusion 
among  readers  and  diluting  the  value 
of  the  News-Tribune  name  in  the  mar¬ 
ketplace. 

To  support  its  claims,  in  a  case  filed 
in  federal  court  in  Minnesota,  the  Du¬ 
luth  paper  said  it  had  received  mail 
and  a  subscription  form  intended  for 
the  defendants. 

A  customer  service  representative  at 
the  Duluth  paper  said  that  shortly  after 
the  joint  Saturday  edition  launched, 
she  received  calls  asking  about  the  re¬ 


lationship  of  the  new  paper  and  hers. 

Other  examples  of  alleged  confusion 
included  a  letter  addressed  to  the  edi¬ 
tor  of  the  Duluth  paper  regarding  a 
correction  to  an  article  that  appeared 
in  the  Saturday  Daily  News  &  Tri¬ 
bune.  Also,  a  Duluth  News-Tribune  re- 


For  publishers, 
the  most  direct 
exposure  to 
trademark 
infringement  arises 
from  the  title  of  a 
newspaper  or  one  of 
its  sections. 


porter  cited  an  instance  in  which  he 
identified  his  affiliation,  only  to  be 
asked,  “Which  News  Tribune  ?” 

The  new  paper  won  its  case  on  sum¬ 
mary  judgment  in  June,  but  the  deci¬ 
sion  is  being  appealed.  In  deciding  the 
case,  the  court  cited  differences  in  col¬ 
or  and  typeface  between  the  two 
nameplates.  Additionally,  the  court 
noted  that  the  News-Tribune’s  name 
was  designed  on  a  single  line,  while  the 
flag  of  the  new  paper  took  two  lines. 
Also,  the  products  differ  in  that  one  is 
daily,  while  the  other  appears  only  on 
Saturdays.  The  court  even  noted  that 
the  Duluth  paper  used  a  hyphen,  com¬ 
pared  to  the  ampersand  in  the  Satur¬ 
day  Daily  News  &  Tribune. 

Publishers  of  the  joint  edition  added 
the  ampersand  soon  after  the  launch 
when  they  received  complaints  from 
the  Duluth  News-Tribune.  Counsel  for 
the  state  press  association  advised  the 
Saturday  paper  that  an  ampersand 
would  help  avoid  potential  problems. 

In  recent  years,  there  have  been 


Federal  Express  Is  Not  Synonymous 
With  Overnight  Shipping. 


That’s  why  you  can’t  FedEx  or 
Federal  Express  your  package.  Neither 
Federal  Express*  nor  FedEx*  are  nouns, 
verbs,  adverbs,  or  even  participles. 
They  are  adjectives  and  identify  our 
unique  brand  of  shipping  services.  So  if 
you  want  to  send  a  package 
overnight,  ask  for  Federal 
Express*  delivery  services. 


When  you  do,  we  think  you’ll  know  why 
we  say,  ‘Why  fool  around  with  anyone 
else?’^  After  all.  Federal  Express  is 
“absolutely,  positively  the  best  in  the 
business.”*  Help  us  protect  our  marks. 
Ask  us  before  you  use  them,  use  them 
correctly,  and  most  of  all 
ask  only  for  Federal 
Express*  delivery  services. 


Our  Most  Important  Package  Is  Yburs* 
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other  instances  of  newspapers  accused 
of  trademark  infringement  on  the  basis 
of  titles.  Typically,  defendants  pre¬ 
vailed  in  these  cases  because  courts 
have  found  sufficient  differences  be¬ 
tween  the  titles  at  issue  to  avoid  confu¬ 
sion  in  the  marketplace. 

One  such  case  was  Vision  Inc.  v. 
Parks,  a  case  between  a  magazine  enti¬ 
tled  Vision  and  a  newsletter  named 
The  Vision  Letter,  which  had  an  ac¬ 
companying  insert  called  Vision 
U.S.A.  Although  the  court  acknowl¬ 
edged  similarity  between  the  marks,  it 
held  that  distinguishing  factors  made 
confusion  unlikely.  There  were  differ¬ 
ences  in  names,  an  accent  mark  in  one 
title  and  not  the  other,  different  layout 
and  positioning,  different  typefaces 
and  different  background  colors. 

Although  generally  successful  in  de¬ 
fending  against  such  trademark  in- 

Borelli  is  senior  claims  counsel  with 
Media/Professional  Insurance,  a  Kansas 
City,  Mo. 'based  underwriter  of  media 
liability  insurance. 


fringement  suits,  publishers  should  be 
aware  that  past  decisions  are  specific  to 
the  facts  in  any  given  case  and  that  li¬ 
ability  can  still  be  imposed  for  improp¬ 
er  use  of  another’s  title. 

Another  source  of  trademark  expo¬ 
sure  arises  from  display  advertisements. 
Often  such  ads  carry  a  name,  logo  or 
other  mark  intended  to  identify  the 
advertiser’s  goods  or  services.  Problems 
arise  when  these  marks  are  similar  to 
registered  trademarks  of  the  advertis¬ 
er’s  competitors.  In  such  circum¬ 
stances,  the  trademark  owner  may  sue 
the  newspaper,  as  well  as  the  advertis¬ 
er,  on  the  theory  that  the  publisher 
contributed  to  the  infringement. 

To  help  lessen  the  chance  of  this 
type  of  trademark  infringement,  pub¬ 
lishers  should  insist  on  broad  hold- 
harmless  and  indemnity  provisions  in 
their  written  contracts  with  advertis¬ 
ers.  Publishers  may  also  ask  if  they  can 
be  added  onto  the  advertiser’s  insur¬ 
ance  policy  as  additional  safety.  Such 
contractual  agreements  or  insurance 
policies  should  specifically  include 


Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  sudi  as  GORE-TEX*  fabric,  GORE-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly.  , _ , 


GORE-TEX*  is  a 

registered  trademark  of 


SOREj 


W.  L.  Gore  &  Associates,  Inc. 


trademark  infringement. 

With  publishers  increasingly  using 
the  Internet,  a  new  source  of  trade¬ 
mark  exposure  has  emerged.  The 
threat  arises  from  domain  names,  es¬ 
sentially  Internet  addresses,  that  re¬ 
semble  trademarks  —  sometimes 
trademarks  of  competing  companies. 

In  one  case,  a  publisher  registered 
bbb.com  and  bbb.org  with  Network 
Solutions  Inc.,  the  clearinghouse  for 
domain  names.  The  Better  Business 
Bureau  responded  with  a  complaint 
that  while  the  domains  offered  no  ser¬ 
vices,  they  effectively  prevented  the 
bureau  from  obtaining  its  most  obvious 
domain  name.  The  litigation  was 
quickly  settled,  and  the  bureau  got  a 
domain  name  with  three  b’s. 

In  another  case,  a  journalist  regis¬ 
tered  a  domain  name  (mcdonalds.com) 
while  writing  a  story,  for  the  October 
1994  edition  of  Wired  magazine,  about 
businesses  that  have  failed  to  protect 
their  names  on  the  Internet.  The  mat¬ 
ter  was  settled,  avoiding  what  could 
have  been  a  messy  trademark  infringe¬ 
ment,  but  if  litigation  had  ensued,  the 
publisher  could  have  been  dragged  into 
the  dispute. 

To  address  these  problems.  Network 
Solutions,  in  July,  adopted  a  require¬ 
ment  that  applicants  warrant  that  they 
can  and  will  use  the  domain  names, 
that  the  names  will  not  violate  existing 
trademarks  and  that  they  were  not  cre¬ 
ated  for  the  purpose  of  confusing  or 
misleading  consumers.  Further,  appli¬ 
cants  must  agree  to  indemnify  Network 
Solutions  for  losses  and  attorney  fees 
arising  from  allegations  of  trademark 
infringement  in  connection  with  do¬ 
main  names.  These  policies  make  it  all 
the  more  imperative  that  publishers  se¬ 
lect  domain  names  with  care. 

Another  new  trademark  infringe¬ 
ment  exposure  for  publishers  may  arise 
from  a  case  decided  by  the  U.S. 
Supreme  Court  on  March  28.  In  QualL 
tex  Company  v.  Jacobson  Printing 
Products  Company  Inc.,  the  court  held 
that  in  certain  circumstances,  a  trade¬ 
mark  can  consist  of  a  color  alone.  To 
be  protected,  a  color  must  acquire  a 
secondary  meaning,  in  that  it  comes  to 
identify  a  manufacturer’s  products 
within  a  particular  industry.  Addition¬ 
ally,  the  color  cannot  be  functional  or 


(See  Peril  on  page  2 IT) 
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Trademarks 
by  the 
numbers 

1,933,313  —  total  number  of  federally 
registered  trademarks  since  the  Lanham 
Act  of  1946. 


if  flattery 


758,679  —  number  of  active  trademarks 
registered  with  the  federal  Patent  and 
Trademark  Office  as  of  Nov.  14. 


name 


Prudential’s  man; 


546,881  — number  of  dollars  the  Patent 
and  Trademark  Office  collected  in  fees 
in  1994. 


dental  plan.  IT’S  NOT 


A  GENERIC  TERM. 


86,122  —  highest  number  of  U.S.  trade¬ 
marks  registered  in  a  year,  1993. 


as  such-M>e’re  not  flattered. 


68,853  —  number  of  federal  trademarks 
registered  in  1994. 


'ou  want  to  refer  to  a 


1 ,500  —  number  of  trademarks  the  av¬ 
erage  person  sees  or  hears  in  a  day. 


dental  health  maintenance 


organization,  use  the  term 


800  —  number  of  dollars  a  typical  attor¬ 
ney  charges  for  search,  opinion  and 
trademark  application. 


“DHMO“  Because  there’s 


245  —  number  of  dollars  the  Patent  and 
Trademark  Office  charges  to  apply  for 
trademark  registration. 


THE  PRUDENTIAL.  If  it’s 


1 52  —  percentage  increase  in  number 
of  U.S.  trademark  applications  filed, 

1984  vs.  1994. 


used  without  our  permission, 


won’t  have  much  to  smile 


31.6  —  percentage  increase  in  number 
of  U.S.  trademarks  registered,  1984  vs. 
1994. 


about.  That’s  a  promise. 


1 5  —  approximate  number  of  months  it 
takes  from  application  to  registration. 


10  —  number  of  years  a  U.S.  trademark 
registration  lasts  before  renewal. 


6  —  number  of  years  a  trademark  lasts 
if  owner  fails  to  file  a  declaration  of 
continued  use. 


ThePrudential(^ 


0  —  number  of  dollars  to  use  the  70 
Patent  and  Trademark  Depository  Li¬ 
braries  around  the  country. 
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Brand  Advertising: 
A  Lost  Art 
In  Newspapers? 

Some  of  the  evidence  suggests  the  answer  is  yes; 
ad  man  suggests  ‘rules’  for  building  brands  with  print  ads 

by  Malcolm  Ward 


Looking  back  at  adver¬ 
tising’s  great  creative  era  of 
the  ’50s  and  ’60s,  Marlboro, 
Volkswagen,  Shell,  Mobil, 
Rolls-Royce,  Puerto  Rico 


and  many  other  brands  dominated 
newspaper  pages,  igniting  dramatic 
sales  growth  for  the  advertisers. 

Leo  Burnett  took  Marlboro  from  a 
minor  brand  to  category  leader  by 


changing  its  image  from  feminine  to 
masculine  and  adopting  the  cowboy  as 
its  symbolic  selling  proposition.  His  ads 
appeared  at  a  psychological  moment, 
at  the  breakfast  table  as  readers  were 
gasping  for  their  first  puff  and  would 
rather  have  been  out  on  the  range 
than  headed  for  work. 

Bill  Bernbach  literally  establish- 
ed  the  first 


VIEWPOINT 


manufactur¬ 
er  in  the  United  States  —  on  the  suc¬ 
cess  of  his  Volkswagen  advertising. 
The  notion  of  buying  a  cheap  and  reli¬ 
able  second  car  was  timely  for  guilt-rid¬ 
den  fathers  who  were  about  to  drive 
the  family  car  off  to  work. 

David  Ogilvy’s  famous  ad  for  the 
Commonwealth  of  Puerto  Rico  is  cred¬ 
ited  with  helping  establish  400  new 
businesses  on  the  island,  raising  the 
standard  of  living  there,  even  though  it 
only  ran  once  in  three  papers. 

As  Bernbach  said,  “Properly  prac¬ 
ticed,  one  ad  can  do  the  work  of  ten.” 

These  days,  there’s  only  occasional 
evidence  of  such  advertising  crafts¬ 
manship  in  newspapers. 

We  no  longer  see  Ogilvy’s  classy  ap¬ 
proach,  his  special  way  of  addressing 
ads  to  people.  Those  who  purchase 
newspapers  should  be  given  credit  for  a 
reasonable  level  of  intelligence 
(though  a  lot  of  us  may  begin  with  the 
sports  page,  we  look  at  or  read  some¬ 
thing  on  90%  of  all  pages). 

Burnett  once  said,  “Rarely  have  I 
seen  any  really  great  advertising  creat¬ 
ed  without  a  certain  amount  of  confu- 


YOU  am  SPELL 
SPECKLE^ 
WITHOUT  AN  "R." 

SPACKLE®  is  a  registered  trademark  of  The 
Muralo  Company,  Inc.,  and  has  been  since 
1927. 

SPACKLE®  is  not  a  verb,  so  you  can't 
"spackle"  a  hole  in  the  wall.  You  can,  how¬ 
ever,  repair  that  hole  with  Spackle®  brand 
surfacing  compound,  and  we  hope  you  will, 

And  please,  whenever  possible,  note  that 
SPACKLE®  is  a  registered  trademark  of  The 
Muralo  Company,  Inc.  Thank  you  for  your 
help  in  protecting  our  valued  trademark. 
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sion,  throwaways,  bent  noses,  irritation 
and  downright  cussedness.”  Newspaper 
advertisements  today  rarely  pass  such 
tests.  They  have  become  one-off’s.  Un¬ 
contested,  they  slip  out  the  door  quick¬ 
ly,  the  copywriter’s  attention  having 
been  predisposed  to  television  or  mag¬ 
azines. 

Newspapers  are  accused  of  catering 
to  the  lowest  common  denominator, 
sensationalizing,  entertaining,  not  in¬ 
forming. 

Yet,  people  thrive  on  information  — 
the  more  the  better  —  and  newspapers 
are  the  perfect  medium  for  informing, 
for  inspiring  readers  to  action.  We 
spend,  on  average,  40  minutes  with  the 
morning  newspaper,  at  a  time  of  day 
when  we  are  open,  curious,  interested 
and  receptive. 

Newspapers  blame  the  daily  news 
cycle,  the  rush  to  publish,  for  their  lack 
of  substantive  information.  Advertisers 
don’t  have  the  same  time  constraints, 
yet  produce  too  many  ads  that  are  flip¬ 
pant,  obtuse,  poorly  constructed. 


Ogilvy  summarized  the  key  to  creat¬ 
ing  the  selling  proposition,  and  pre¬ 
senting  it  in  a  way  that  attracts  atten¬ 
tion,  this  way,  “Start  with  the  mind  of 
the  prospect.” 

We  all  understand  advertising  mes¬ 
sages  must  impress,  but  few  in  advertis¬ 
ing  appear  to  understand  the  tech¬ 
niques  for  attracting  prospects  to  read 
ad  messages. 

We  commoners  are  addressed  from 
the  perspective  of  the  royal  “we.”  We 
this  and  we  that.  Rarely  do  you  see 
“You  benefit.”  It’s  called  “ad  speak,” 
and  it’s  a  contrived,  phony  language,  a 
vernacular  designed  for  selling  things 
(just  as  people  speak  differently  when 
talking  to  older  people  or  children). 

Lately,  advertisers  seek  our  attention 
in  print  with  the  trendy  use  of  white 
space  and  such  affectations  as  varied 
headline  sizes  and  styles,  unusual  body 
copy  and  odd  layouts  —  with  no  seem¬ 
ing  bearing  on  effectiveness. 

Ogilvy’s  approach  to  print  advertis¬ 
ing  was  largely  based  on  the  “logic”  of 


the  newspaper  format,  an  environment 
in  which  habit  created  comfort:  head¬ 
line,  picture,  caption,  subhead,  strong 
opening  paragraph.  Ogilvy  and  the 
Newspaper  Advertising  Bureau  (now 
merged  with  the  Newspaper  Associa¬ 
tion  of  America)  developed  convincing 
research  over  40  years  ago  to  establish 
criteria  for  achieving  high  readership 
in  newspaper  advertisements.  Though 
periodically  updated,  the  findings  re¬ 
main  fundamentally  unchanged.  In 
brief  they  are: 

•  Serif  type  in  upper  and  lower  case 
—  just  like  you’re  reading  now  —  will 
double  readership  and  comprehension 
over  such  formats  as  sans  serif  or  all 
caps. 

•  Headline  in  top  left  corner  should 
convey  to  the  reader,  “This  message  is 
for  you.  Read  on.” 

•  After  headlines,  strongest  points  in 
the  opening  paragraph.  If  readers  get 
past  the  first  50  words,  they’re  more 
likely  to  stay  with  you. 

•  Pictures  that  arouse  curiosity. 


But  wearing  Ray-Ban®  sunglasses  isn’t 

Actually  RAY-BAN  sunglasses  are  great  for  dealing  with  dare. 

But  pluralizing  our  trademark,  RAY-BAN,  and  using  it  as  a  noun  is  a  mistake  that  our  trademark  attorneys 
glare,  fume,  snort  and  snarl  about.  That’s  because  constant  misuse  of  the  name  RAY-BAN  could  lead 
to  our  loss  of  this  fine,  old  and  highly  valuable  trademark. 

So,  we  would  like  to  ask  you  to  help  us  protect  the  RAY-BAN  mark  by  always  using  it  as  an  adjective, 
modifying  a  common  descriptive  noun... like  sunglasses  or  lenses. 

Please,  never  use  it  as  a  noun  and  our  attorneys  will  glow  instead  of  glare.  BAUSCH 
Thank  you.  &  LOMB 

Healthcare  and  Optics 
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intrusions”  —  such  gimmicks  as  all  typeface  and  positioning  of  particular 
caps,  caps  in  front  of  every  word,  sans  elements,  and  none  maintain  data  of 
serif,  reverse  type,  odd  spacing  be-  such  results. 

tween  lines,  odd  column  widths,  irri-  Sophisticated  direct  mail  advertisers 
rating  wraparound  copy.  These  tricks  routinely  compare  the  effectiveness  of 
reduce  readership  and  comprehension  different  copy  and  formats,  because 
dramatically,  often  by  half  or  more.  they  know  modifications  can  result  in 

Most  copywriters  and  art  directors  a  one-half  percentage  point  gain  in  re- 
either  are  not  aware  of  the  “newspaper  sponses,  sometimes  worth  millions  of 
rules,”  or  pretty  much  ignore  them,  dollars  in  additional  business, 
with  creative  egos  inhibiting  the  appli¬ 
cation  of  rules  in  any  disciplined  way. 

True,  creative  people  are  hired  for  their 
originality  and  freshness,  not  their  in¬ 
clination  to  follow. 

Yet,  surely  the  ideal  is  to  combine 
creativity  with  professionalism  to 
achieve  the  most  effective  way  to  get 
your  message  across. 

A  reader  who  is  interested  in  an  ad 
spends  on  average  six  seconds  with  it. 

Too  many  copywriters  believe  their 
particular  ad  is  a  mind  stopper.  Too  of¬ 
ten,  they  are  wrong. 

Obviously,  not  all  ads  can  have  the 
headline  in  the  top  left  corner,  and 
there  are  times  when  the  strength  of 
ideas  warrants  breaking  the  rules. 

However,  Ogilvy  proved  the  newspa¬ 
per  rules  work,  and  his  findings  were 
instrumental  in  convincing  clients  he 
knew  what  he  was  doing.  In  fact,  Bur¬ 
nett  shared  many  of  Ogilvy’s  beliefs, 
and  at  one  point  the  two  nearly 
merged  their  agencies. 

While  there  are  no  golden  rules  for 
evaluating  advertising,  we  can  ask  our¬ 
selves  several  questions:  Assuming  I’m 
a  target,  would  1  read  this  ad?  Would 
to  take  action?  Is  this 


Bernbach  said,  “Execution  becomes 
content  in  a  work  of  genius,”  —  to 
which  1  say,  “Good  ideas  are  frequent¬ 
ly  ruined  by  poor  execution.” 

The  effectiveness  of  today’s  brand 
advertising  is  diminished  by  “designer 


TElfCOMMUNICATIONS 

That  Bung  The  Woud  Tcxjethe*. 


Strong  brand  advertising  in  the 
traditional  mode  touts  the  Japanese 
phone  company  NTT  .  . . 


SOMEBOOl.Ciulanit 


liirntniti~iMwrnln 


hi  Ak  saine  way.  computes  leam  and  jlUVf  aaiwertig  b>  their  custDinei^ 
Wliat'siH»«.ttien)m|Wiiestl)ituinRrbest  grCWawholelot  MJTMavl 


this  motivate  me 

message  meaningful?  Is  it  conveyed 
clearly  and  persuasively?  Does  it  ad¬ 
dress  its  audience  intelligently?  For  far 
too  many  ads,  the  answers  are  no. 

Ogilvy,  who  argued  that  measuring 
ad  effectiveness  leads  to  improvement, 
said,  “We  prefer  the  discipline  of 
knowledge  to  the  anarchy  of  igno¬ 
rance.  We  pursue  knowledge  the  way  a 
pig  pursues  truffles.” 

Larger  agencies  do  pre-  and  post-test 
advertising,  particularly  for  packaged 
goods,  and  it  frequently  includes  con¬ 
cepts,  themes,  headlines,  tag  lines  and 
advertisements. 

No  agencies  1  m  aware  of  test  for  .  . .  and  an  example  of  the  latest  ad  fad; 

typographical  gimmicks  galore.  Both 
appeared  in  the  Wall  Street  Journal  on 
Nov.  28. 


got  dK!  facts.  the  fiyures.  We’ve  got  the  thinking 

behind  these  MoreinqxxtanLweVeptf  evoythingim^ 

irhat's  called  the  CWomerfeeproces^^^^^  benefits? 

Because  with  it,  you’d  vm  f  all  the  best  ways  to  amswtt  to 
your  customers.  So  you  can  0ifASnKuii/tbtai£v. 


CORRECT  THE 
SPELLING: 

1  ate  two  Oreos  and 
one  SnackwelVs 
crcwker,” 


UNISYS 


Ward,  a  former  New  York  ad  agency 
executive ,  is  a  marketing  consultant 
based  in  Hercules ,  Calif. 
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Blue  Chip  Brands 


reach  a  wider  au-  people  will  find  their  own  way,”  Scripps 
dience,  many  Howard  created  one  of  the  most  en- 
publications  are  during  logos  in  the  news  business  by 

starting  their  linking  the  words  to  an  object,  a  light- 

own  “home  house.  Along  with  its  trademark  light- 

pages”  on  the  In-  house  logo,  the  words  appear  in  all 

ternet’s  World  Scripps  Howard  publications. 

Wide  Web.  This  While  the  lighthouse  as  a  symbol  is 
allows  a  publica-  not  unique,  lighthouse  images  used  by 
tion  to  put  what  other  companies  “aren’t  anywhere 
it  wants  into  cy-  close”  to  Scripps  Howard’s,  said  Bob 
berspace  —  and  Doerr,  spokesman  for  Scripps  Howard’s 
at  the  same  time  parent,  E.W.  Scripps  Co. 
give  proper  legal  The  new  corporate  logo,  revamped 
notice  as  a  pro-  iQ  years  ago,  is  stylistically  simple  but 
tection  against  took  months  to  create.  It  came  about 
infringements  of  after  the  company  decided  it  was  time 
intellectual  prop-  for  a  change  and  probed  more  than 
erty  rights.  100  years  of  its  own  history. 

One  concern  Management  eventually  opted  to  re- 
is  how  the  Inter-  tain  the  lighthouse  because  of  its  dis- 
net  s  expansion  tinctiveness,  both  internally  and  in  the 
will  affect  news-  context  of  the  communications  indus- 
paper  and  maga-  try,  said  Stephen  Loges,  senior  design- 
zine  advertising.  Nobody  can  tell  what  er.  The  challenge  in  updating  the  im- 
the  future  holds,  but  the  appearance  of  age  came  in  presenting  the  lighthouse 
catalogs  and  other  merchandising  ve-  boldly  and  symbolically,  not  illustra- 
hicles  on  the  Net  expands  on  the  wide  tively,  as  the  logo  had  existed  for  60 
array  of  conventional  advertising  deliv-  years,  he  said. 

ery  vehicles.  Current  online  advertis-  “I  wanted  to  distill  the  design  to  the 
ing  seems  to  be  aimed  at  a  different  au-  fewest  elements,  yet  give  a  maximum 


Coca-Cola  retained  the  top  spot  this  year  in  Financial  World  magazine’s 
annual  brands  ranking,  as  IBM  rocketed  from  the  basement  to  No.  3.  Chart 
shows  the  top  10  of  282  brands,  excluding  cars,  ranked  on  worldwide 
sales,  profitability  and  potential  growth. 


$39millioii 


1  Coca-Cola 


Coca-Cola 


Pttfip  Morris  ISfJiBillloa 

IBM  Corp.  $17.1  million 


5  10  Hewlott-Paekard  Hewlett-Packard  $13.2  million 


Eastman  Kodak  $11.6  million 


Kellogg 


Tutorial 
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Other  conflicts  cropped  up  when  an 
entrepreneurial  individual  acquired  16 
domain  names,  including:  hertz.com, 
trump.com,  and  esquire.com.  One 
newspaper  columnist  acquired  the  do¬ 
main  name  mcdonalds.com  and  used 
the  e-mail  address  ronald@mcdon- 
alds.com. 

A  new  business  has  emerged:  do¬ 
main  name  piracy. 

Seeking  a  remedy.  Network  Solu¬ 
tions  Inc.,  which  registers  domain 
names  as  a  kind  of  Internet  traffic  cop, 
has  established  a  policy  allowing  own¬ 
ers  of  federally  registered  trademarks 
to  freeze  the  use  of  domain  names  in¬ 
corporating  the  marks.  This  policy 
makes  it  advantageous  for  trademark 
owners  to  register  their  marks. 

From  a  legal  standpoint,  the  Inter¬ 
net,  and  cyberspace  in  general,  resem¬ 
ble  the  Wild  West.  While  laws  on  the 
books  make  copyright  and  trademark 
infringement  illegal,  enforcement  is  a 
problem.  Once  you  put  information  up 
on  the  Net,  anybody  can  download  it 
and  print  it  at  will,  leaving  you  nearly  Times  nameplate  Feb.  10,  1897,  Ochs 
powerless  to  stop  them.  tried  it  out  first  in  dazzling  electric 

In  order  to  protect  their  trademarks,  lights  overlooking  Madison  Square 


Oreos  should  be  Oreo 
cookies.  Oreo  is  a 
trademark;  trademarks  are 
adjectives  and  so  are  not 
pluralized,  but  modify  the 
name  of  the  product  category. 
Note:  one  SnackweWs 
cracker  is  correct:  the 
trademark  is  SnackweWs 
(with  an ’s);  cracker  is  the 
product  category. 
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amount  of  information,”  he  explained. 

What  he  accomplished,  according  to 
news  editor  Sue  Porter,  was  “to  take 
eight  lines  and  turn  them  into  a  trade¬ 
mark  that  conveys  a  company’s  her¬ 
itage,  symbolizes  its  product,  describes 
its  culture  and  can  be  reproduced  in  a 
variety  of  mediums.” 

But  creating  memorable  logos  and 
catchy  mottos  is  only  part  of  newspa¬ 
per  branding.  More  important,  execu¬ 
tives  say,  is  building  an  image  of  credi¬ 
bility  by  reporting  the  news  accurately, 
fairly,  responsibly. 

Adam  Hirsham,  editor  of  the  Con¬ 
way  (N.H.)  Daily  Sun,  said  his  goal 
was  to  develop  a  motto  to  capture  the 
community’s  imagination.  In  the  great 
Yankee  tradition,  he  wanted  some¬ 
thing  simple,  clear  and  direct. 

The  result:  “Seeking  the  Truth  and 
Printing  It.” 

Sports 

Continued  from  page  9T 


trademarks,”  Wheatley  said. 

“When  the  Twins  were  in  the  World 
Series  in  1991,  we  ran  a  feature  entitled 
Twins  Talk,  inviting  people  to  write  in 
and  share  their  thoughts  about  the 
team.  It  was  clearly  an  advertisement,” 
Wheatley  said.  “The  Twins  called  and 
asked  that  we  not  use  their  name  in 
the  ad,  so  it  was  changed  to  Team 
Talk.” 

The  Atlanta  Journal'Constitution  is 
facing  a  unique  marketing  situation 
with  the  city  about  to  host  the  1996 
Olympic  Games.  Although  the  paper  is 
not  large  enough  to  buy  the  status  of 


official  Olympic  sponsor,  it  can  get  on 
the  Olympic  merchandising  bandwag¬ 
on  in  other  ways,  said  Celeste  Bottorff, 
J-C  marketing  director.  “We  can’t 
spend  what  it  takes  to  be  an  official 
Olympic  sponsor.  That  falls  to  the  big 
guys  like  Coke  or  IBM.” 

There  are  gray  areas,  however. 
While  editors  can  use  registered  sym¬ 
bols  freely,  the  paper  is  already  publish¬ 
ing  a  section  entitled  Olympic  Weekly, 
which  will  change  to  Olympic  Daily 
during  the  competition.  Using  “the  O 
word,”  as  Bottorff  describes  it,  in  the 
title  has  become  “something  of  an  is¬ 
sue”  in  terms  of  promotion,  but  so  far 
hasn’t  caused  the  paper  any  problems, 
Bottorff  said. 

Aside  from  the  five  famous  Olympic 
rings,  other  symbols  are  off-limits,  as 
well.  The  Atlanta  Committee  for  the 
Olympic  Games,  or  ACOG,  has 
claimed  rights  to  such  symbols  such  as 
the  torch,  which  the  paper  cannot  use 
in  advertising. 

The  paper  can  get  in  on  Olympic 
merchandising  by  paying  to  be  an  au¬ 
thorized  merchandiser,  which  allows  it 
to  produce  T-shirts,  caps  and  coffee 
mugs  with  reproductions  of  its  more 
notable  Olympic  front  pages.  For  the 
privilege,  the  paper  pays  a  percentage 
of  the  retail  and  wholesale  take. 

Bottorff  said  marketing  deals  the  J-C 
has  had  with  the  baseball  Braves  and 
football  Falcons  are  similar  to  the 
Olympic  arrangements,  but  less  com¬ 
plicated.  During  the  recent  World  Se¬ 
ries,  which  the  Braves  won,  the  paper 
produced  large  placards,  resembling 
baseball  cards,  of  team  members  and 
hawked  them  outside  the  stadium.  The 


promotion  required  the  paper  to  cut 
deals  with  the  team  and  the  individual 
players. 

Trenches 
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brand  material.  “Florists  use  Styrofoam 
material,  or  what’s  called  open-cell 
plastic.  Those  cups  are  closed-cell  plas¬ 
tic,”  he  says. 

Swett  suggests  Dow  might  have  pub¬ 
lic-relations  concerns  about  the  mate¬ 
rial’s  biodegradability. 

But  the  real  problem  is  that  Dow’s 
Styrofoam  material  is  used  almost  ex¬ 
clusively  as  building  insulation,  not  for 
coffee  containers,  says  Dow  trademark 
attorney  Steve  Andrews. 

“When  reporters  hear  that  a  compa¬ 
ny  lawyer  is  complaining  that  their 
name  was  misused,  often  we  wonder. 
Gee,  at  least  the  name’s  getting  some 
recognition,”  says  Swett.  “But  I  do  rec¬ 
ognize  they  are  entitled  to  protect  their 
marks.” 

An  example  is  Federal  Express.  It’s 
not  uncommon  in  offices  to  hear  peo¬ 
ple  say,  “Don’t  take  a  chance  . . .  FedEx 
it.”  What  on  first  blush  seems  to  be  a 
favorable  reference  isn’t  at  all,  accord¬ 
ing  to  Federal  Express  attorney  Frances 
Larkin. 

The  proper  usage  of  the  service 
mark  would  be  “.  .  .  send  it  via  FedEx. 
Using  ‘FedEx’  as  a  verb  dilutes  the 
mark  and  pushes  it  further  into  the 
trademark  never-never  land  of  generic 
usage,”  he  said. 

Wetmore  adds,  “I  consider  it  helpful 
when  trademark  owners  let  us  know 
when  something  is  not  generic.  We’ve 
gotten  a  few  letters,  all  politely  put, 
and  they  go  up  on  the  board  so  people 
can  see  them.” 

Shirley  Biagi,  journalism  professor  at 
California  State  University  at  Sacra¬ 
mento  and  author  of  seven  journalism 
textbooks,  said,  “We  certainly  deal 
with  trademarks  as  an  editing  issue. 
When  students  use  a  trademark  to  de¬ 
scribe  a  process  —  as  in  ‘please  Xerox 
a  copy’  or  ‘she  Scotch-taped  the  torn 
page’  —  we  tell  them  they  are  misusing 
a  brand.  I  would  agree  that  companies 
that  are  vigilant  in  protecting  their 
marks  by  letting  newspapers  know 
about  violations  are  more  likely  to  re¬ 
tain  their  mark.” 


GTE  Corporation 

At  GTE  your  recognition  is  appreciated. 

Proper  use  of  our  trademarks  in  describing  or  referencing  GTE’s  goods  and  services  is 
an  official  form  of  recognition  that  we  sincerely  appreciate,  absolutely  require  and  active¬ 
ly  pursue. 

GTE  Ck>rporation  is  proud  to  be  a  worldwide  leader  in  the  telecommunications  industry. 
We  embrace  the  value  of  our  trademarks  and  make  every  effort  to  protect  them. 

GTE*,  MOBILNET,  AIRFONP,  TELE-GO^  and  IT’S  AMAZING  WHAT  WE  CAN  DO 
TOGETHEfT"  are  but  a  few  marks  of  GTE  companies.  We  urge  you  to  use  our  marks  as 
adjectives,  for  example,  the  Airfone*  air-to-ground  telecommunications  service. 

For  further  information  piease  cali  (214)  718-7616 
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essential  to  the  use  or  purpose  of  the 
article.  For  example,  a  company  could 
not  attempt  to  register  the  color  purple 
for  a  jar  of  grape  jelly. 

Although  most  newspapers  are 
printed  on  newsprint  of  essentially 
the  same  color,  publishers  occasional¬ 
ly  adopt  a  unique  color.  For  example, 
the  Financial  Times  of  London  has 
printed  for  years  on  a  salmon-colored 
newsprint,  a  tint  that  could  cause 
problems  if  competitors  were  to  at¬ 
tempt  to  copy  it. 

The  cost  associated  with  trademark 
infringement  lawsuits  can  be  substan¬ 
tial.  The  cases  are  often  complex  end 
require  attorneys  who  specialize  in  in¬ 
tellectual  property  law.  The  median 
cost  to  take  a  trademark  case  through 
trial  has  been  estimated  at  $159,000. 

In  the  event  that  infringement  is 
proved,  the  offending  publisher  may  be 


asked  to  pay  profits  made  on  the  in¬ 
fringement,  plus  compensate  the  trade¬ 
mark  owner  for  losses  attributable  to 
the  infringement.  Punitive  and  treble 
damages,  as  well  as  attorneys’  fees,  may 
also  be  imposed  against  infringers  in 
certain  cases.  Furthermore,  publishers 
may  be  enjoined  from  further  infringe¬ 
ment. 

A  noneconomic  cost  is  the  embar¬ 
rassment  and  damage  to  reputation 
suffered  when  a  publication  is  found  to 
have  infringed  a  trademark. 

To  lessen  exposure  to  trademark  in¬ 
fringement,  publishers  should  consult 
with  legal  counsel  knowledgeable  in 
intellectual  property  before  adopting  a 
new  title  or  nameplate  and  should  re¬ 
quest  that  a  title  search  be  done.  Pub¬ 
lishers  should  also  be  sure  that  their 
advertising  contracts  provide  the  nec¬ 
essary  provisions  with  respect  to  in¬ 
demnity  and  insurance,  as  described 
above. 

Despite  these  measures,  lawsuits  al¬ 


leging  trademark  infringement  may  de¬ 
velop.  Thus,  publishers  should  also 
check  their  media  liability  policies  to 
insure  that  they  cover  the  peril  of 
trademark  infringement,  because  when 
it  comes  to  lawsuits  and  media  liabili¬ 
ty,  publishers  need  to  be  concerned  be¬ 
yond  just  libel,  privacy  and  plagiarism. 


Trademark  pamphlet 

THE  INTERNATIONAL  Trademark 
Association  (INTA)  has  published  an 
expanded  trademark  primer.  Trademark 
Basics. 

Designed  for  consumers  and  busi¬ 
nesses,  it  tells  what  trademarks  are  and 
how  to  use  them;  defines  terms  used  in 
trademark  law  and  explains  trademark 
rights.  The  16-page  booklet  costs  $3.95 
(shipping  included)  and  is  available 
from  the  nonprofit  INTA  at  1133  Av¬ 
enue  of  the  Americas,  New  York,  N.Y., 
10036-6712. 


Some  Interesting  Facts  About 
The  United  States  Postal  Service 


By  now  everybody  knows  that  the  U.S.  Postal  Service 
issues  millions  of  stamps  each  year,  commemorating  some 
of  history  and  culture’s  greatest  accomplishments  and 
individuals.  And,  most  people  are  aware  that  the  U.S. 
Postal  Service  delivers  to  every  address  in  America,  six 
days  a  week.  But,  there’s  a  lot  about  the  U.S.  Postal 
Service  that  people  don’t  know. 

For  example... 

U.S.  Postal  Service  operations  are  not 
supported  by  tax  doilars. 

In  fact,  the  U.S.  Postal  Service  is  the  only  government 
service  not  funded  by  tax  revenues.  Every  penny,  nickle 
and  dime  of  our  annual  revenue  comes  from  the  sale  of 
stamps  and' other  postal  products  and  services. 

Americans  enjoy  the  iowest  maiiing  rates  in 
the  industrialized  world. 

We’re  quite  proud  that  the  U.S.  Postal  Service  is  able  to 
offer  the  world’s  best  communications  value.  At  32$,  U.S. 


postal  rates  are  a  real  bargain  compared  to  those  of  other 
industrialized  nations. 

The  largest  civilian  work  force  is  integrai  to 
America’s  communities. 

Nearly  753,000  career  employees,  in  over  39,000  post 
offices,  stations  and  branches  across  the  country,  deliver 
1 77  billion  pieces  of  mail  each  year  —  nearly  40  percent 
of  the  world’s  mail  volume.  Our  employees  are  also  active 
members  of  their  communities,  contributing  time  to  such 
activities  as  painting  the  homes  of  elderly  neighbors, 
providing  food  and  shelter  to  the  homeless  and  raising 
money  for  disabled  members  of  their  communities. 

The  new  Eagle  symbol  represents  our  forward- 
thinking  and  breakthrough  performance. 

The  Eagle  symbol  is  the  trademark  of  the  U.S.  Postal 
Service.  While  we  invite  you  to  take  advantage  of  our  full 
range  of  postal  products  and  sen/ices,  we  request  that  you 
not  take  liberties  with  our  logo. 


We  Deliver  For  You. 


UNITED  STATES 
POSTAL  SERVICE^, 
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IBM  Vanquished 
In  Fight  For 


Tiny  computer  firm  wins  the  nickname  IBM  ignored,  then  coveted; 
Big  Blue  Products  took  the  name  first  —  and  used  it 


Alnwick’s  ll-year-old  company,  which  typewriter  ribbon,  effectively  abandon- 
employs  15  people,  in  November,  effec-  ing  its  trademark  application, 
tively  ending  a  classic  David-and-Go-  But  the  battle  wasn’t  over.  Alnwick 
bath  legal  struggle  over  two  works.  filed  his  own  application  to  register  the 

As  it  turned  out,  the  computer  giant,  trademark  in  1990  —  but  IBM  opposed 
with  219,000  employees,  picked  a  fight  him  with  all  its  corporate  might  until 
with  the  wrong  company  in  1989,  when  the  trademark  decision  last  month, 
an  IBM  attorney  wrote  a  letter  ordering  IBM  spokesman  Jeff  Cross  responded 
Alnwick  to  stop  using  Big  Blue  on  the  this  way:  “It’s  not  a  concern  to  us.  We’re 
grounds  that  it  was  an  IBM  trademark,  very  consistent  in  our  branding.” 

The  only  problem  was,  it  wasn’t,  as  Alnwick  said  he  offered  to  discuss 
Alnwick  found  out  during  the  ensuing  selling  or  licensing  the  name  to  IBM 
dispute,  which  cost  him  $50,000  but  re-  when  it  was  clear  he  was  going  to  win, 
warded  him  with  an  education  in  trade-  but  IBM  refused.  He  said  he  has  been 
mark  law.  approached  by  several  big  computer 

From  the  beginning,  Alnwick  was  in-  companies  about  licensing  the  name, 
censed  by  the  arrogant  tone  of  the  let-  The  dispute  taught  him  a  valuable, 
ter.  and  fundamental,  lesson:  “To  have  a 

“1  am  the  co-owner  with  my  wife,”  trademark,  you  have  to  use  it  on  a 
Alnwick  said,  “and  we  both  have  the  product.  And  the  way  the  trademark  of- 
same  combative  personality.  We’re  fine  fice  works  is.  He  who  uses  a  trademark 
until  we’re  attacked.”  first  and  longest  gets  it.” 

Fighting  back,  Alnwick  discovered  Alnwick  said  the  name  Big  Blue 
early  on  that  IBM  did  not  officially  Products  evolved  from  an  earlier  com- 
have  a  trademark  on  Big  Blue.  It  had  pany.  Big  Blue  Corp.,  where,  as  a  sales- 
applied  for  registration  but  had  not  re-  man  in  the  early  1980s,  Alnwick  had 
ceived  it.  Alnwick  immediately  filed  pa¬ 
pers  opposing  IBM’s  application. 

As  it  turned  out,  IBM  had  only  actu¬ 
ally  used  the  mark  on  a  product  since 
the  late  ’80s  —  on  a  typewriter  ribbon, 
of  all  things  —  while  Alnwick  (pro¬ 
nounced  A-lin-wik)  had  been  using  the 
name  since  1984.  And  for  years  before, 

IBM  tried  to  distance  itself  from  Big 
Blue,  which  it  regarded  as  something  of 
an  insult. 

In  the  course  of  the  trademark  battle, 

IBM  sold  its  office  supply  unit,  and  the 


j/G  Bm 

PRODUCTS  INC. 


Jeff  Alnwick,  president  and  co-owner  of 
Big  Blue  Products,  in  his  office  in 
Huntington,  N.Y. 
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dealt  regularly  with  IBM  as  a  supplier. 
Big  Blue  Corp.  folded  in  the  mid  ’80s. 

Alnwick  says  he  would  fight  IBM 
again. 

“It  was  worth  the  50  grand,”  he  said. 
“1  don’t  regret  having  done  it,  because  1 
made  what  1  thought  was  the  right  busi¬ 
ness  and  moral  decision.” 

But  the  tale  isn’t  over.  Within  weeks 
of  winning  the  trademark,  Alnwick 
found  evidence  that  IBM  was  still  using 
the  name  —  on  the  cover  of  a  Decem- 
ber-January  marketing  brochure  carry¬ 
ing  the  words  “It’s  Lotus  &  Big  Blue!” 

“1  don't  know  what  it  means,”  Aln¬ 
wick  declared.  “All  1  know  is,  they  are 
trading  on  my  name,  and  they  are  not 
allowed  to  do  that.  I’m  writing  a  letter 
to  IBM  with  the  same  arrogant  tone 
they  gave  me  in  1989,  and  I’m  going  to 
tell  them  to  stop  using  Big  Blue  in  30 
days.” 

“He  can  bring  it  up  with  our  attor¬ 
neys.  1  haven’t  seen  the  brochure,”  said 
IBM’s  Cross. 


INNER  Internation¬ 
al,  which  sold  over 
$100  million  worth  of 
its  Club  brand  steer¬ 
ing  wheel  locks  last 
year,  is  running  itself  ragged  to  legally 
defend  against  knockoff  products. 

And  Winner  has  been  largely  suc¬ 
cessful  by  proving  that  imitators  have 
copied  the  Club’s  trade  dress,  the  legal 
term  for  the  Club’s  design  and  packag¬ 
ing,  said  Winner  spokesman  Thomas  B. 
McCartney. 

“1  don’t  know  any  company  that  has 
been  as  successful  as  ours  at  defending 
its  intellectual  property  rights,”  Mc¬ 
Cartney  said.  The  Club  has  a  distinc¬ 
tive  red  handle  grip  and  U-shaped 
prongs,  seen  through  clear  plastic. 

Winner,  based  in  Sharon,  Pa.,  is  so 
proud  of  its  aggressive  legal  defense. 


patents,  trademarks  and  trade  dress, 
that  it  has  written  a  book  —  of  sorts. 
The  company  has  compiled  a  three-ring 
notebook  documenting  16  cases  it  has 
won  —  in  the  last  three  years  alone. 

Many  of  the  cases  were  filed  in  U.S. 
District  Courts  around  the  country  and 
involve  products  made  in  China.  Win¬ 
ner  does  not  manufacture  the  Club  at 
its  own  plants  but  contracts  for  produc¬ 
tion,  with  firms  in  Taiwan  and  China. 

The  cases  have  a  similar  ring:  Winner 
v.  Ultra  Hardware  Prodttcts,  Winner  v. 
Rally.  Copycat  steering  wheel  locks 
bear  names  such  as  the  Bull,  Armored 
Bar,  Eagle  Claw,  the  Snake  and  Sentry. 

Many  of  the  cases  had  similar  results: 
restraining  orders,  injunctions  or  settle¬ 
ments  barring  the  sale  of  products  re¬ 
sembling  the  Club.  Sometimes  there 
were  payments.  —  George  Garneau 


Hell)  11$  Protect  Our  Trademark 

There  is  only 
one  MaiiHaster 
brand  climber 

fls  the  original  and  unsurpassed  leader  in  stair  climbing 
technology.  StairHaster®  exercise  systems  haue 
reuolutionized  the  health  and  fitness  industry. 

Because  of  our  success,  other  manufacturers  haue 
attempted  to  imitate  the  exclusiue,  patented  desips  of 
our  StairHaster®  brand  exercise  systems.  You  can  help 
preuent  confusion  by  using  the  StairHaster®  brand  name 
only  uihen  referring  to  genuine  StairHaster®  products. 

StaiiMaslec 

SPORTS/MEDICAL  PRODUCTS,  L.P. 

1.800.G35.293G 


®1995  StairMaster  Sports/Medical  Products.  LP/  .  StairMastet  Crossrobics.  FreeDimber,  440Q  PT,  4000  PI 

4000  CT  Stepmilt,  Gravitron.  LE,  CardioSquat  2650  UE.  Kayak.  Spinnakei:  3000  Ct.  3600  RC,  7000  PT  and  2000  AT  are  either 
registered  trademarks  or  trademarks  of  StairMaster  Sports/Medicai  Products,  LP.  in  the  United  States  and/or  other  countries. 
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Organizations: 

•  American  Intellectual  Property  Law  Association, 
2001  Jefferson  Davis  Highway,  Suite  203,  Arlington, 
Va.  22202-3694.  Phone:  703-415-0786. 

•  International  Trademark  Association  (INTA), 
1133  Avenue  of  the  Americas,  New  York,  N.Y.,  10036- 
6710.  Phone:  212-768-9887. 

•  Patent  and  Trademark  Office  (a  self-funded 
agency  of  the  U.S.  Department  of  Commerce),  2900 
Crystal  Drive,  Arlington,  Va.  22202-3515.  Phone:  703- 
308-9000. 

Phene  services: 

•  INTA’s  Trademark  Hotline:  212-768-9886,  weekdays 
2  p.m.  to  5  p.m.  EST. 

•  Patent  and  Trademark  Office  help  line:  703-308- 
HELP. 


Online: 

•  Trademarkscan,  a  service  of  Dialog,  Knight -Ridder 
Inc.’s  Mountain  View,  Calif.-based  research  database 
service  (subscription  only)  1-800-334-2564. 

•  Jones  &  Askew  law  firm  Web  site  (http://www. 
jonesaskew.com/). 

•  Attorney  Jeff  Kuester’s  home  page  (http://www. 
kuesterlaw.com/). 

In  print: 

•  INTA’s  Editorial  Package  ($10)  includes  media  guide 
and  list  of  over  4,000  trademarks. 

•  International  Guide  Trademarks,  Thomson  & 
Thomson,  North  Quincy,  Mass.  1-800-692-8833. 

•  Basic  Facts  about  Registering  a  Trademark,  a  pam¬ 
phlet  from  the  Patent  and  Trademark  Office. 
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Kimberly-Clark  Corporation 


Kfieeni^*  products 


(S)  Kleenex  Is  a  registered  trademark  for  a  whole  line  of  disposable  paper  products  from  Kimberly-Clark  Corporation 
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In  a  world  of  fakes  and  forgeries,  there’s  one 
original  no  one  has  been  able  to  copy — Jeei?. 

Jeep,  you  see,  is  a  registered  trademark  of 
Chrysler  Corporation.  And  a  trademark  is  a  word 
or  name  used  to  identify  the  source  of  a  product. 
Which  means  the  word  Jeep  can  indicate  only 
our  brand.  Simply  put,  a  sport  utility  vehicle  by 
any  other  name  isn’t  a  Jeep  vehicle. 

Take  Jeep  Grand  Cherokee.  A  vehicle  specifically 
designed  for  individuals  who  desire  the  best  of  both 
worlds — sophisticated  luxury  and  proven  Jeep 
capability.  There’s  also  Jeep  Cherokee,  the  classic 


expression  of  versatility,  convenience,  and  value. 
And  Jeep  Wrangler.  The  legendary  fun  and 
freedom  machine  that  encompasses  all  that  is  Jeep. 

So,  the  next  time  you  see  our  name,  remember 
this:  There  may  be  a  lot  of  sport  utility  vehicles  on 
the  road  today,  but  there’s  only  one  Jeep?. . 

For  more  information,  call  1-800-925-JEEP,  or 
visit  our  Web  site  at  http://www.jeepunpaved.com 

Jeep 

THERE'S  ONLY  ONE 


Always  wear  your  seat  belt.  Jeep  is  a  registered  trademark  of  Chrysler  Corporation. 


Disappear 

Continued  from  page  9 

“It’s  my  lifestyle,”  he  was  quoted  by 
the  weekly.  “I’m  black  and  I’m  flashy. 
You  can’t  do  that  in  this  system.  It’s  un¬ 
acceptable.” 

Brown  apparently  finds  Williams’ 
coverage  of  him  equally  unacceptable. 

In  one  story,  Williams  described 
Brown  as  being  among  the  “the  city’s 
busiest  ‘juice’  lawyers,”  asserting  that 
he  has  “earned  millions  moonlighting 
as  attorney  for  corporations,  many 
with  business  at  City  Hall,  according 
to  financial  disclosure  reports.” 

Another  one  of  Williams’  pieces 
spotlighting  Brown’s  alleged  conflict  of 
interest  stated  that  the  Pacific  Gas  & 
Electric  Co.  steered  a  lucrative  con¬ 
tract  to  one  of  Brown’s  law  clients, 
famed  lawyer  Johnnie  Cochran,  while 
he  was  Speaker.  At  the  time,  the  arti¬ 
cle  said,  the  giant  utility  was  seeking 
the  legislature’s  help  in  a  matter  worth 
billions  to  it. 

According  to  the  article.  Brown  per¬ 
suaded  PG&.E  to  buy  $3  million  worth 
of  natural  gas  from  an  energy  broker¬ 


age  firm  co-owned  by  Cochran,  O.j. 
Simpson’s  lead  attorney. 

Still,  another  story  disclosed  that 
two  labor  union  pension  funds  with  al¬ 
leged  ties  to  Brown  faced  a  multimil- 
lion-dollar  loss  on  a  loan  made  to  one 
of  Brown’s  legal  clients. 

Both  Williams  and  Examiner  man¬ 
aging  editor  Sharon  Rosenhause  deny 
any  vendetta  against  Brown. 

Rosenhause  said  of  Brown’s  remark 
about  a  dead  Examiner:  “We  write 
about  candidates  without  fear  or  favor. 
We  expect  to  be  around  a  long  time 
and  expect  to  be  writing  about  Mr. 
Brown  and  San  Francisco  politics.” 

The  Examiner’s  editorial  backing  of 
Jordan  has  no  effect  on  newsroom  cov¬ 
erage,  Rosenhause  stressed,  adding, 
“We  have  a  kind  of  church-state  rela¬ 
tionship.” 

Williams,  who  has  won  the  Gerald 
Loeb  journalism  award  for  his  Brown 
series,  opined  that  Brown  enjoyed  so 
many  years  of  uncontested  elections  to 
state  office  that  “he  doesn’t  understand 
that  candidates  for  mayor  will  be  scru¬ 
tinized.  That’s  what  we’re  supposed  to 
do  —  it’s  the  First  Amendment  in  ac¬ 


tion.  I  have  no  personal  feelings  at  all 
about  Brown,  even  though  he  has  re¬ 
fused  to  talk  to  me.” 

Still,  Williams  believes  that  Brown, 
indeed,  wants  to  see  the  Examiner  go 
off  stage. 

“But  if  he  is  elected  mayor,  he  will 
have  to  deal  with  us,”  he  said. 

Both  Rosenhause  and  Bender  said 
they  had  no  qualms  about  acceding  to 
Brown’s  insistence  that  Bender,  and 
not  Williams,  interview  him  in  person. 

“Our  readers  want  the  information 
and  they  don’t  care  what  reporter  gets 
it,”  Rosenhause  explained  “This  is  not 
about  our  ego.  The  problem  is  that 
Brown  is  not  accustomed  to  tough  re¬ 
porting.” 

Bender  said  she  has  always  found 
Brown  available  to  her. 

“He  returns  my  calls  most  of  the 
time  and  sometimes  calls  me,”  she  said. 
“Our  stories  about  him  have  been  per¬ 
fectly  legitimate.  He  just  has  to  learn 
to  take  the  lumps.” 

Brown  wasn’t  available  for  comment. 
His  press  secretary,  Pat  Riley,  told  E&P 
that  Brown  was  not  serious  when  he 
wished  for  the  Examiner’s  departure. 


Investment  Bankers  to  the 
Publishing,  Communications,  Media, 
Broadcasting,  Interactive  Digital  Media 
AND  Information  Industries 

\eronis,  Suhler  &  Associates,  Inc.,  exclusively  serves  the 
media  and  communications  industry  providing  media  company 
owners  investment  banking  services  including:  mergers,  acquisitions, 
divestitures,  recapitalizations,  financing  and  valuations.  Since  its 
founding  in  1981,  VS&A  has  completed  over  300  transactions  totaling 
in  excess  of  $18  Billion. 

Kevin  M.  Lavalla,  VS&A’s  Managing  Director  for  Newspaper 
Publishing,  has  over  10  years  experience  in  providing  financial 
advisory  services,  including  mergers  and  acquisitions,  to  daily  news¬ 
papers,  shoppers,  local  business,  legal  and  specialty  publications. 


Veronis,  Suhler  &  Associates  Inc. 


350  Park  Avenue,  New  York,  New  York  10022  •  Phone  212-935-4990  •  Fax  212-935-0877 


Kevin  M.  Lavalla 
Managing  Director, 
Newspaper  Publishing 
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Black  magazine 
to  distribute 
via  newspapers 

Entertainment  publication  is  a  joint  project 
between  New  York  Daily  News  and 
Black  Entertainment  Television 


by  Laura  Reina 

BLACK  ENTERTAINMENT  Televi¬ 
sion  and  the  New  York  Daily  News  are 
working  together  to  produce  B.E.T. 
Weekend,  a  quarterly  black  magazine 
supplement. 

The  first  issue  is  scheduled  to  appear 
Feb.  11,  1996,  and  during  its  introduc¬ 
tory  year,  it  will  be  inserted  in  the  At¬ 
lanta  Journal-Constitution,  Chicago 
Sun-Times,  Sunday  Detroit  News  and 
Free  Press,  Michigan  Chronicle,  St. 
Louis  Post-Dispatch,  and  the  Washing¬ 
ton  (D.C.)  Informer  —  in  addition  to 
the  Daily  News.  Initial  circulation  will 
be  about  750,000. 

B.E.T.  Weekend  will  generally  ap¬ 
pear  as  a  Sunday  supplement,  but  there 
will  be  some  daily  inserting  with  mi¬ 
nority  papers,  explained  Conchita 
Burpee,  consultant/ethnic  publications 
sales  for  Black  Entertainment  Televi¬ 
sion  and  the  Daily  News. 

Black  Entertainment  Television,  a 
cable  television  network  owned  by 
B.E.T.  Holdings  Inc.,  and  with  pro¬ 
gramming  aimed  toward  an  African- 
American  audience,  will  provide 
B.E.T.  Weekend's  editorial  and  pro¬ 
duction.  The  New  York  Daily  News 
will  be  responsible  for  distribution  and 
printing,  said  Burpee. 

Debra  L.  Lee,  publisher  of  B.E.T. 
Weekend,  explained  that  the  idea  for 
the  magazine  came  up  about  a  year  ago 
while  B.E.T.  and  the  Daily  News  were 
discussing  other  projects.  “The  New 
York  Daily  News  has  a  history  of  doing 
ethnic  inserts,  and  we  thought  it  would 
be  a  good  marriage,”  said  Lee. 


B.E.T.  Weekend  will  be  distributed 
to  zoned  areas  which  populate  a  high 
amount  of  readers  who  match  the 
readership  profile:  African  Americans 
between  the  ages  25-45,  with  an  in¬ 
come  of  $35,000  and  over. 

Ad  sales  are  being  handled  by 
Burpee  and  James  Ebron,  executive 
vice  president  of  corporate  sales  for 
B.E.T. 

“We  want  to  attract  national  adver¬ 
tisers,  not  local,  because  this  will  be  a 
national  magazine,”  explained  Burpee. 

The  magazine  still  only  has  verbal 
commitments  from  advertisers,  but 
Burpee  said  that  this  is  due  to  the  time 
of  the  year:  1996  ad  budget  preparation 
time.  Ad  rates  will  he  $26,250  for  full- 
page,  four-color,  and  $16,406  for  half- 


Advertiser  cancels 
ad  schedule  in 
St.  Pete  Times 

by  Laura  Reina 

A  LARGE  ADVERTISER  in  the  St. 
Petersburg  Times  has  canceled  its  ad¬ 
vertising  and  is  no  longer  allowing  the 
newspaper  to  be  sold  at  some  of  its 
properties. 

Columbia/HCA  Healthcare  Corp., 
which  is  the  nation’s  and  the  Tampa 
Bay  region’s  largest  hospital  chain,  has 
asked  the  newspaper  to  remove  its 
sales  racks,  and  will  not  allow  gift  shop 
vendors  to  sell  the  paper,  said  Mike  Fo¬ 
ley,  vice  president  of  communications 
and  community  relations  at  the  Times. 

“They  still  haven’t  returned  re¬ 
porters’  phone  calls.  So  we  still  don’t 
have  an  official  explanation,”  said  Fo¬ 
ley. 

Foley  said  Columbia’s  “rejection”  of 
the  Times  occurred  shortly  after  the 
publication  of  an  editorial  on  Nov.  2 
which  examined  and  questioned  the 
hospital’s  business  practices  and 
growth  in  the  Tampa  Bay  area. 

After  the  publication,  Columbia 
started  removing  racks,  refusing  to  sell 
newspapers,  one  hospital  at  a  time, 
said  Foley. 

“They  will  soon  control  one-third  of 
the  hospital  beds  in  Tampa  Bay,  so  we 
cover  them  closely.  They  seem  not  to 
like  that,”  Foley  commented. 

Foley  said  advertising  revenue  losses 
will  amount  to  $800,000  to  $1  million, 
based  on  past  patterns. 

“The  loss  of  circulation  and  the  loss 
of  revenue  is  part  of  the  cost  for  good 
journalism,”  said  Foley.  “We’re  not  go¬ 
ing  back  on  reporting  the  news.  We 
owe  it  to  our  readers.” 

Nancy  Schirm,  marketing  director 
for  Columbia/HCA  Healthcare  Corp. 
in  Tampa  Bay,  said  that  the  hospital 
chain  is  no  longer  advertising  in  the 
Times  because  of  a  change  in  media 
strategy. 

Because  of  managed  care,  Columbia 
is  trying  to  do  more  “vertical”  advertis¬ 
ing,  to  reach  the  people  whose  HMOs 
or  PPOs  are  contracted  with  Colum¬ 
bia,  said  Schirm. 

“An  ad  in  a  general  newspaper  might 
not  reach  HMO  or  PPO  people,”  ex- 
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plained  Schirm.  So  Columbia  is  adver¬ 
tising  through  such  channels  as  com¬ 
munity  publications,  direct  mail,  and 
company  publications,  she  said. 

As  for  the  Times’  suspicions  that 
Columbia  is  no  longer  advertising  with 
the  paper  because  of  a  recent  editorial, 
Schirm  said,  “I  think  they’re  wrong.” 

She  said  the  hospital  has  made  a 
business  decision  and  it  might  not  be 
long  term. 

“It’s  a  different  way  of  allocating  ad¬ 
vertising  dollars  and  we  want  to  see  if 
it  works,”  she  explained. 

As  for  what  Columbia  intends  to  do 
about  its  classified  advertising,  Schirm 
explained,  “Columbia  is  seeking  to  use 
its  advertising  dollars  effectively.  Many 
avenues  are  available  for  employee  re¬ 
cruitment.  Classified  advertising  is  just 
one  of  many  methods  we  use. 

“Use  of  one  or  another  media  for 
the  placement  is  a  business  decision 
made  by  Columbia  according  to  budget 
and  need.  Shifts  in  classified  and  dis¬ 
play  advertising  occur  from  time  to 
time.  There  are  specialized  recruiting 
publications  in  Tampa  Bay,  as  well  as 
newspapers.  All  are  evaluated,  not  all 
are  utilized.” 


Schirm  didn’t  seem  to  think  it  un¬ 
usual  to  discontinue  sales  of  the  Times 
on  its  properties. 

“Columbia  provides  space  on  its  pri¬ 
vate  property  for  some  newspapers. 
Others  are  readily  available,  conve¬ 
nient,  and  close  to  all  Columbia  facili¬ 
ties.  This  is  not  unlike  the  policy  of 
many  businesses  of  offering  select 
newspapers  on  its  private  property, 
while  other  newspapers  are  readily 
available  nearby,”  stated  Schirm. 

There  are  12  Columbia  hospitals  in 
the  Tampa  Bay  division. 

React  reaching 
the  classroom 

REACT,  THE  WEEKLY  magazine  for 
young  people,  is  now  reaching  more 
than  645,000  students  in  over  21,500 
classrooms  across  the  country. 

React  is  being  made  available  to 
schools  through  Newspaper  in  Educa¬ 
tion  (NIE)  partnerships  of  local  news¬ 
paper  publishers  and  editors.  Teachers 
receive  a  weekly  teacher’s  guide  with 
suggestions  about  how  react  and  local 


newspapers  can  be  used  as  educational 
resources. 

More  than  65  newspapers  distribute 
react  to  schools,  and  react  has  an  over¬ 
all  circulation  of  over  four  million  in  81 
newspapers. 


Newspaper  offers 
new  magazine 

THE  MORNING  CALL,  Allentown, 
Pa.,  is  publishing  a  free  quarterly  maga¬ 
zine,  Mature  Visions. 

The  publication  reaches  39,000 
households  with  residents  50  or  older, 
in  Lehigh  and  Northampton  counties. 
The  magazine  is  being  delivered  by  Di¬ 
rect  Marketing  Distribution,  Inc. 

TNN  places  big 
FSI  order 

THE  NEWSPAPER  NETWORK,  Inc., 
Sacramento,  recently  placed  22  million 
inserts  in  229  newspapers  in  34  states. 

These  inserts  were  for  354  House  of 
Fabrics,  Fabricland,  and  So-Fro  Fabric. 


“I  learned  about  other  disciplines,  which 
strengthened  myjeditorial  skills.” 

Earl  Mnucher,  Vice  President  &  \Kditor\  Sun-Sentinel.  Fart  Lauderdale. 
Florida 


“An  editor  in  today’s  environment  requires  exposure  to  disciplines 
well  outside  the  traditional  bouncls  of  the  newsroom.  Attending  the 
Newnpoper  Management  Center's  Advanced  Executive  Program 
helped  me  to  develop  the  skills  nejeessary  to  meet  tomorrow's  chal¬ 
lenges.  The  networking  and  sharing  of  experiences  with  a  group  of 
highly  motivated  professionals  will  last  a  lifetime." 

i 

To  sharpen  your  skills,  join  senioh  newspaper  executive^  at  NMC’s 
next  four-week  Advanced  Executive  Program  scheduled  for  March 
10-22  and  June  2-14,  1996.  Eor  information  call  Mary  Badgley  at 
708'  .491.5616  or  fax  708'  . 491-56119.  .\iea  (’udo  will  chanfio  to  S47  as  of 

•January  20.  i 

The  Newspaper  Management  Center  is  a  joint  venture  of 
Northwestern  University’s  J.L.  Kellogg  Graduate  School  of 
Management  and  the  Medill  School  of  Journalism. 
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News  Tech 


Orders  and 
installations 


Harris  Publishing  Systems  Cerp. 

Melbourne,  Fla. 

NewsMaker  editorial  database  soft¬ 
ware,  32  NewsMaker  Copy  Editor 
workstations  software  packages  and 
wire  service  software  for  Tri-Valley 
Newspapers,  Pleasanton,  Calif.;  five 
additional  NewsMaker  Reporter  work¬ 
station  packages  for  the  New  York 
Post;  XP-21  Replication  software,  JPEG 
compression  hardware  and  software, 
two  NewsMaker  wire  editor  packages 
and  an  additional  Reporter  worksta¬ 
tion  for  the  Enterprise,  Brockton, 
Mass. 

Digital  Technology 
Intornatienal 

Orem,  Utah 

Indiana’s  Muncie  Newspapers  Inc.  is 
expanding  its  editorial  system  to  in¬ 
clude  10  SpeedWriter,  nine  PageSpeed 
and  nine  SpeedPlanner  stations, 
Graphics  Database  and  a  GQL  user 
package  with  Classified  Reports  Model. 

System  Integrators  Inc. 

Sacramento 

Advertising  system  for  Westdeutsche 
Allgemeine  Zeitung  newspaper  group’s 
offices  throughout  Germany  is  the 
largest  single  order  ever  placed  with 
Sll.  To  be  delivered  to  the  Essen-based 
group  over  the  next  two  years,  the  sale 
includes  customized  and  interactive  re¬ 
mote  capability  to  allow  WAZ  to  han¬ 
dle  electronic  processing  of  all  ads 
published  in  the  group’s  various  titles 
and  local  editions. 

The  650-workstation  system,  with 
full  graphic  capability  and  Sll’s  Scoop 
OPl  product,  is  to  employ  industry- 
standard,  client-server  technology  to 
handle  all  ad  functions  at  all  sites,  in¬ 
cluding  client-based  ad  scheduling,  rat¬ 
ing,  WYSIWYG  composition,  contact 
management  and  custom  profiling. 

Implementation  of  the  WAZ  system 
is  being  handled  by  Sll’s  Publishing 
Solutions  Group,  which  is  responsible 


for  large  newspaper  publishers’  more 
demanding  and  specialized  needs. 

Sll  also  has  an  option  for  delivery  of 
a  similar  system  for  production  of 
Thuringen  newspaper  group  titles  and 
may  supply  a  new  ad  system  for  the 
WAZ-owned  WVW  newspaper  group. 

Publishing  Partners 
International 

Manchester,  N.H. 

AMS  ad  systems  on  dual-server 
Novell  networks  for  five  more  sites. 
The  LaSalle,  Ill.,  News-Tribune  and 
two  agricultural  weeklies  will  have  sev¬ 
en  PPI  classified  and  Informatel  clas¬ 
sified  pagination  users  on  a  network 
with  an  interface  to  an  MSSI  business 
system.  The  Press-Enterprise,  Blooms- 
burg.  Pa.,  gets  a  six-person  PPI  classi¬ 
fied  system  with  Managing  Editor 
pagination  and  IBM  business  system 
interface.  The  Record-Journal,  Meri¬ 
den,  Conn.,  ordered  PPI  classified 
with  Managing  Editor  pagination  for 
seven  users,  with  an  interface  to  its 
HP3000-based  Collier-jackson  busi¬ 
ness  system. 

For  its  Passaic-based  daily  and  22 
weeklies.  North  jersey  Newspapers  was 
to  go  live  this  month  on  a  12-seat  net¬ 
work  using  PPI  retail  order  entry.  Man¬ 
aging  Editor  Ad  Director,  CNI  Ad- 
Tracker  and  Unisys  business  system  in¬ 
terface.  Also  in  New  Jersey,  the 
Trentonian  and  two  area  weeklies  will 
have  another  dozen  users  on  PPI  clas¬ 
sified  and  Managing  Editor  pagination, 
with  an  interface  to  an  AS400-based 
INSI  business  system. 

Atex  Division, 

Sysdieco  Media  Group 

Bedford,  Mass. 

For  editorial  pagination,  the  Reno 
Gazette-Journal  ordered  eight 
Press2Go  for  Layout  seats,  providing 
access  to  QuarkXPress  from  its  Atex 
front  end,  which  supplies  text  to  pages 
designed  in  XPress. 


Baseview  Products  Inc. 

Ann  Arbor,  Mich. 

Macintosh-based  NewsEditPro  pub¬ 
lishing  systems  for  the  Watertown 
(S.D.)  Public  Opinion  (upgrade,  with 
WireManager,  AdminPro,  DragX  pagi¬ 
nation  XTension);  Troy  (Ohio)  Daily 
News  (upgrade,  DragX);  Great  Bend 
(Kan.)  Tribune  (with  XPress,  pagina¬ 
tion  XTensions,  WireManager,  Comm- 
Link,  QSpool,  ClassManager/Plus, 
ClassFlow  pagination  XTension,  classi¬ 
fied  accounts  receivable,  Circulation- 
Pro  and  data  transfer);  Casa  Grande 
(Ariz.)  Dispatch  (NewsEditPro  IQue, 
IQue  pagination,  WireManager  IQue, 
CommLink/Plus  IQue,  fraction  font, 
QSpool,  Baseview  Library,  Transporter, 
ClassManager/Plus,  ClassFlow,  classi¬ 
fied  accounts  receivable);  Sampson  In¬ 
dependent,  Clinton,  N.C.,  and  Malone 
(N.Y.)  Telegram  (both  with  pagination 
packages,  QSpool,  WireManager, 
CommLink,  ClassManager/Plus, 
ClassFlow,  classified  accounts  receiv¬ 
able);  Argus  Observer,  Ontario,  Ore., 
(same  as  above,  with  Managing  Editor 
Software  Inc.  Page  Director  Ad  Lay¬ 
out  System). 

Republican-Times,  Trenton,  Mo., 
(with  DragX,  QTools,  WireManager); 
Marco  Island  (Fla.)  Eagle  (with  pagi¬ 
nation,  AdForce  layout,  ClassManag¬ 
er/Plus,  ClassFlow,  fraction  font);  Dai¬ 
ly  Record,  Dunn,  N.C.,  (with  WireM¬ 
anager,  CommLink,  DragX,  QTools, 
QSpool,  ClassFlow);  Ely  (Nev.)  Daily 
Times  (with  WireManager  upgrade, 
AdminPro,  DragX,  QTools);  the  Blade, 
Swainsboro,  Ga.,  (with  pagination, 
QSpool,  CommLink,  ClassManager/ 
Plus,  AdminPro);  Rutherford  Courier, 
Smyrna,  Tenn.,  (with  pagination, 
CommLink/Plus,  QSpool,  AdminPro); 
Northwest  Arkansas  Times,  Fayet¬ 
teville,  (with  pagination  packages, 
WireManager,  fraction  font,  Baseview 
Library,  AdminPro,  ClassManager/ 
Plus,  ClassFlow,  AdForce,  clas¬ 
sified  accounts  receivable);  Daily 
News  Journal,  Murfreesboro,  Tenn., 
(NewsEditPro  IQue,  pagination  pack¬ 
ages,  WireManager  IQue,  Comm¬ 
Link/Plus  IQue,  QSpool,  IQue  admin 
and  searcher);  Goshen  (Ind.)  News 
(with  WireManager,  CommLink/Plus, 
pagination  packages,  Baseview  Li¬ 
brary,  AdminPro);  Frederick  (Md.) 
News-Post  (upgrade,  with  WireMan¬ 
ager,  AdminPro). 
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Vendors^  appointments 

New  president  at  Rockwell  Graphic  Systems 


Reb«rt  M.  Kuhn  was  appointed  to 
succeed  Robert  L.  Swift  as  president  of 
Rockwell  Graphic  Systems,  Westmont, 
Ill.,  on  Jan.  1.  Kuhn  will  report  directly 
to  Rockwell  president  and  chief  oper¬ 
ating  officer  Don  H.  Davis. 

President  for  six  years  at  Hamilton 
Standard,  a  $1  billion  United  Tech¬ 
nologies  Corp.  company,  Kuhn  earlier 
served  as  chief  fi¬ 
nancial  officer  and 
board  member  of 
Armtek  Corp., 
president  of 
Armtek’s  Dayco 
Division,  senior 
vice  president  of 
Pratt  &.  Whitney’s 
F-lOO  Engine  Pro¬ 
gram,  purchasing 
vice  president  for  Robert  KuKn 

Pratt  &  Whitney  _ 

and  divisional  ex¬ 
ecutive  vice  president  of  finance  and 
administration  for  Singer  Co. 

Before  being  named  Graphic  Sys¬ 
tems  president  in  March  of  last  year. 
Swift  was  senior  vice  president  of  the 
Applied  Systems  Group  of  Allen- 
Bradley  which  he  joined  in  1980. 

Gianni  Smaniolte  was  named  man¬ 
aging  director  of  a  newly  formed  inter¬ 
national  operation  of  Montreal-based 
Escher-Grad  Technologies  Inc.  The 
founder  and  former  chairman  of  the 
defunct  Hyphen  Group  is  now  respon¬ 
sible  for  managing  and  supporting  Es¬ 
cher-Grad  sales  in  Europe,  Africa  and 
the  Middle  East. 

The  new  operation  has  sales  offices 
in  London  and  Milan  and  support  ca¬ 
pabilities  based  in  Belgium  for  the 
laser  imaging  systems  manufacturer’s 
network  of  distributors,  agents  and 
OEMs,  as  well  as  its  end  users.  Prod¬ 
ucts  include  a  range  of  imagesetters 
and  platesetters,  the  TrueProofer  dou¬ 
ble-sided  signature  proofer  and  the 
RIPServer. 

Customer  support  at  Monotype  Sys¬ 
tems  Inc.,  Rolling  Meadows,  Ill.,  has 
been  expanded  with  the  addition  of 
three  new  representatives:  Don  Wad- 
dall,  formerly  with  the  Casa  Grande 


(Ariz.)  Dispatch,  Harris  and  Atex, 
Mike  Burnalt,  whose  20  years  in  the 
business  includes  work  for  Autologic, 
Varityper  and  Xerox,  and  Mike  Rxa- 
sa,  formerly  with  the  Stuart  (Fla.) 
News,  Hell  Graphic  Systems  and  Atex. 

In  Graphic  Systems,  Brad  Fanshi- 
er  was  appointed  support  manager 
and  Frank  O'Hearn  was  hired  as 
sales  manager.  Fanshier  now  heads  a 
separate  technical  group  responsible 
for  U.S.  marketing  and  development 
requirements  and  customer  support 
needs  related  to  sales  of  the  MGS3  and 
development  of  the  MGS4  and  Power- 
Link  products. 

O’Hearn  was  a  reporter,  editor  and 
computer  services  manager  at  the  As- 
bury  Park  (N.J.)  Press,  a  private  con¬ 
sultant  and,  most  recently,  systems 
manager  at  the  Scranton  (Pa.)  Times. 
At  both  dailies,  he  has  helped  evaluate, 
select,  design  and  integrate  systems  for 
editorial,  classified,  display  ad,  pagina¬ 
tion  and  imaging. 

The  company’s  new  West  Coast  dis¬ 
trict  sales  manager  is  John  Phelan, 
formerly  with  Hyphen,  TegraA^arityper 
and  Alphatype/Berthold. 

Shigeki  Shimisu  was  appointed  ex¬ 
ecutive  vice  president  and  a  director  at 
Western  Lithotech,  St.  Louis,  where  he 
supervises  research  and  development, 
production  and  marketing  of  new 
products,  including  computer-to-plate 
and  color-proofing  systems,  first  in  the 
U.S.  and  later  in  Japan. 

A  pioneer  in  lithographic  technolo¬ 
gy  in  Japan,  Shimizu  was  group  leader 
in  the  image-printing  lab  in  the  re¬ 
search  center  for  Mitsubishi  Chemical 
Corp.,  Western  Litho’s  parent  compa¬ 
ny.  He  also  served  two  years  as  a  re¬ 
search  associate  at  New  Jersey’s  Rut¬ 
gers  University. 

Cincinnati-based  Gannett  Media 
Technologies  International  hired  two 
staffers  for  Digital  Collections  Sys- 
tem/N.A.,  which  markets  the  multime¬ 
dia  information  management  system 
developed  by  Digital  Collections 
GmbH  Hamburg,  Germany. 

Michael  J.  Tucker,  formerly  mar¬ 
keting  manager  at  Cascade  Systems 


Inc.,  and  earlier  with  Information  In¬ 
ternational  Inc.,  was  named  product 
marketing  manager.  Bill  Mahleck, 
formerly  operations  vice  president  at 
Publicitas  Advertising  Services,  was 
appointed  national  accounts  manager, 
responsible  for  Digital  Collections 
sales  development. 

Matthew  Saviullo  is  materials  di¬ 
rector  at  Sheridan  Systems,  Dayton, 
Ohio,  where  he  is  responsible  for  buy¬ 
ing,  scheduling,  inventory  and  logis¬ 
tics.  Moving  to  Sheridan  from  a  similar 
post  at  Pitney  Bowes’  Monarch  Mark¬ 
ing  Systems,  Saviello  earlier  worked  for 
Fairchild  Semiconductor. 

Dehorah  A.  Hutcheson  was  ap¬ 
pointed  senior  product  marketing 
manager,  proofing,  at  the  Enco  Divi¬ 
sion  of  Hoechst  Celanese  Corp.  and 
Hoechst  Canada  Inc. 

Reporting  to  marketing  manager  Su¬ 
san  M.  Wittner,  Hutcheson  continues 
to  work  at  Enco’s  Branchburg,  N.J., 
headquarters,  where  she  most  recently 
managed  the  corporate  account  and 
export  sales  group.  Since  joining  the 
company  in  1980,  Hutcheson  has 
served  as  field  technical  sales  manager, 
proofing,  as  well  as  in  applications, 
product  management  and  technical 
support. 

PEC  founder  dies 

DUANE  H.  HOUY  Sr.,  a  founder  and 
former  president  of  Publishers  Equip¬ 
ment  Corp.,  died  of  injuries  sustained 
in  a  traffic  accident,  according  to  a  no¬ 
tice  in  the  Rockford  (Ill.)  Register  Star. 

Formerly  of  Rockford,  where  Dallas- 
based  PEC  operated  a  plant,  the  61- 
year-old  Houy  moved  five  years  ago  to 
Pennsylvania,  where  he  resided  in  the 
Philadelphia  suburb  of  Broomall.  The 
accident  occurred  in  south-central 
Pennsylvania. 

Early  in  his  career,  Houy  worked  as  a 
press  operator  at  Chicago’s  Daily  South' 
town  Economist.  A  press  installation 
expert  serving  the  newspaper  industry 
for  more  than  30  years,  Houy  spent  14 
years  at  Rockwell-Goss,  where  he  was  a 
marketing  executive. 

In  moving  to  Pennsylvania,  he  as¬ 
sumed  responsibility  for  installing  and 
operating  the  Island  Offset  plant  in 
suburban  Philadelphia,  one  of  several 
print  sites  for  the  National,  the  defunct 
sports  daily.  Houy  later  joined  Central 
Rigging  and  Contracting  Corp.,  Bridge¬ 
port,  Conn. 
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Interactive  Communications 


Advertiser 
expresses  online 

ad  concerns 


by  M.L.  Stein 

TECHNOLOGY-DRIVEN,  targeted 
media  hold  some  promise  for  advertis¬ 
ers.  However,  such  media  have  to  sim¬ 
plify  and  speed  up  their  act,  according 
to  G.  Michael  Arnett,  a  vice  president 
of  Canadian  Tire  Corp  Ltd. 

Overall,  Arnett  told  an  audience  at 
the  81st  Conference  and  Annual 
Meeting  of  the  Audit  Bureau  of  Circu¬ 
lations,  newspapers  and  magazines  are 
still  a  better  place  for  ads. 

On  the  plus  side,  Arnett  stated,  an 
electronic,  interactive  medium  “offers 
unique  ways  to  open  up  a  dialogue 
with  customers.  It  can  be  personalized 
and  can  be  targeted  right  to  the  indi¬ 
vidual  subscriber.  For  advertisers,  that 


opens  up  some  very  attractive  possibil¬ 
ities.” 

Perhaps  most  importantly,  he  said,  is 
that  the  next  generation  of  high-value 
retail  shoppers  already  is  familiar  with 
the  new  technology. 

But  while  Arnett  believes  that  inter¬ 
active  media  eventually  will  become  a 
core  element  in  the  retail  advertisers’ 
media  mix,  he  pointed  out  concerns 
retail  advertisers  might  have  before 
they  seriously  consider  them  as  viable 
alternatives  to  current  mainstream  ad 
media. 

“While  technology  improvements 
are  reported  almost  daily,  many  of  to¬ 
day’s  users  are  still  finding  the  learning 
curve  to  be  a  little  steep,”  he  said.  “And 
the  Internet,  for  many  people,  is  still 
slow  and  cumbersome,  especially  when 
you’re  trying  to  move  around  big 


chunks  of  data  and  images.  Many  peo¬ 
ple  simply  don’t  have  the  patience.” 

Arnett,  who  handles  advertising  for 
his  company,  acknowledged  the  steady 
increase  in  Internet  subscribers,  but 
said  little  is  heard  about  its  turnover 
rate. 

One  industry  consultant  estimated 
that  40%  to  50%  of  Internet  customers 
cancel  each  year,  he  reported. 

“Sure,  the  subscriber  base  is  growing 
quickly,  but  the  stability  of  that  base  is 
a  real  concern,”  he  said.  “If  a  key  ad¬ 
vantage  of  the  new  media  is  the  ability 
to  build  relationships  and  dialogues, 
what  kind  of  a  relationship  do  you 
have  when  people  keep  signing  off  the 
system?” 

Another  worry  of  some  advertisers  is 


that  interactive  media  are  primarily  at¬ 
tracting  young,  well-educated  and  af¬ 
fluent,  mostly  male  users,  Arnett  said. 
While  this  may  be  a  boon  to  sellers 
seeking  that  kind  of  customer  profile, 
mass  merchandisers  and  discounters 
are  looking  for  a  “not-so-affluent,  not- 
so-educated  kind  of  customer”  he  rea¬ 
soned. 

Moreover,  according  to  Arnett,  the 
target  group  with  the  highest  dispos¬ 
able  income  are  the  mortgage-free 
empty  nesters,  who  may  never  embrace 
the  new  media  because  the  old  media 
suits  them  just  fine. 

“Like  lots  of  us,  they’d  rather  read 
from  the  newspaper  than  the  comput¬ 
er  screen,”  he  said. 

“And  if  they  have  a  question,  they’ll 
just  use  the  phone.  This  is  more  than 
merely  a  case  of  old  habits  being  hard 


to  break.  The  current  media  simply 
work  well.” 

In  addition,  Arnett  noted,  advertis¬ 
ing  in  the  new  media  is  not  as  intrusive 
as  newspapers  and  magazines. 

“You  don’t  trip  over  an  online  ad  in 
your  doorway  like  you  would  with  a 
newspaper  containing  fliers  and  ROP 
ads,”  he  quipped. 

Arnett  further  observed  that  Inter¬ 
net  users  have  much  more  control  of 
that  medium  than  they  do  with  news¬ 
papers. 

“They  can  target,  too,”  he  said.  “You 
can  target  the  customer  all  you  like, 
but  if  the  customer  doesn’t  target  you, 
or  if  they  choose  to  avoid  you,  you’re 
not  reaching  them  and  you’re  wasting 
your  time  and  money.” 

As  an  advertiser,  the  speaker  said, 
he  needs  to  know  what  he’s  buying  and 
that  it  works. 

This  means  getting  meaningful,  au¬ 
dited  data  on  the  medium  that  show 
real  results,  he  stressed. 

Arnett  predicted  that  advertisers 
will  continue  to  allocate  some  dollars 
to  the  new  media  but  that  “serious 
money  is  going  to  wait  and  see.” 

And  the  money  that  does  go  to  elec¬ 
tronic  media  will  come  from  direct 
marketing  budgets  rather  than  main¬ 
stream  advertising,  he  said. 

Improvements  in  the  technology 
may  make  a  difference,  but  “ultimately 
advertisers’  acceptance  of  online  ser¬ 
vice  hinges  on  its  value  to  them  .  .  . 
and  acceptance  and  response  from 
their  customers,”  Arnett  concluded. 
“When  our  customers  respond  to  the 
new  technology  and  it  starts  to  make 
economic  sense,  we’ll  be  there.” 

Broker  on  Net 

VERONIS  SUHLER  &  Associates,  the 
New  York-based  investment  bank  spe¬ 
cializing  in  media  companies,  has  fol¬ 
lowed  its  clients  —  to  the  World  Wide 
Web. 

Its  home  page  (http://www.vsacomm. 
com)  offers  a  communications  industry 
research  library  that  directs  users  to  In¬ 
ternet  sites  involved  in  media  business¬ 
es,  organized  by  segment.  It  carries  a 
composite  of  the  top  50  publicly  traded 
communications  companies  as  a  barom¬ 
eter  to  compare  against  the  Standard  &. 
Poors  500  index. 


“Sure,  the  subscriber  base  is  growing  quickly,  but 
the  stability  of  that  base  is  a  real  concern,”  he  said. 
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Comic  retirements: 
A  fluke  or  a  trend? 

Many  in  the  cartoon  world  say  the  ending  of  three 
big  features  in  one  year  is  probably  a  fluke ,  but  .  .  . 


by  David  As  tor 

WHAT  WILL  YOU  be  doing  on  Dec. 
31  ?  What  were  you  doing  on  Jan.  1  and 
March  26? 

If  you’re  a  funnies  fan,  the  answer  is: 
watching  a  comic  die. 

“Calvin  and  Hobbes”  is  exiting  near¬ 
ly  2,400  newspapers  at  the  end  of  this 
month.  “The  Far  Side”  left  almost 
1,900  papers  at  the  start  of  this  year. 
And  “Outland”  departed  250  papers 
this  spring  —  six  years  after  its  prede¬ 
cessor,  “Bloom  County,”  disappeared 
from  1,300  papers. 

Two  hugely  popular  comics  and  one 
fairly  popular  Sunday  strip,  all  ended 
voluntarily  by  their  creators  in  1995.  A 
pattern?  A  trend?  The  shape  of  things 
to  come?  Or  just  a  fluke? 

“I  come  down  on  the  fluke  side  of 
the  question,”  said  Universal  Press 
Syndicate  vice  president/editorial  di¬ 
rector  Lee  Salem,  whose  syndicate  dis¬ 
tributes  Bill  Watterson’s  “Calvin  and 
Hobbes”  and  distributed  Gary  Larson’s 
“Far  Side.” 

“It’s  a  few  isolated  individuals,” 
agreed  King  Features  Syndicate  comics 
editor  jay  Kennedy.  “I  don’t  hear  other 
cartoonists  talking  about  wanting  to  do 
it.” 

“I  don’t  think  we’re  going  to  see  a  lot 
of  people  following  their  examples,” 
added  Creators  Syndicate  executive 
vice  president  Anita  Tobias.  “Cartoon¬ 
ists  try  their  whole  lives  to  get  syndi¬ 
cated  and  stay  syndicated.  They’re 
thrilled  to  achieve  their  goal,  and  most 
want  to  continue.” 

Several  other  syndicate  executives 
and  cartoonists  who  were  queried  also 
leaned  toward  the  fluke  theory,  al¬ 
though  a  couple  of  interviewees 
thought  the  rash  of  retirements  may 
possibly  signify  the  start  of  a  trend. 


“I’m  getting  concerned  that  some  of 
the  best  cartoonists  are  dropping  out 
after  nine  or  ten  years,”  said  Washing¬ 
ton  Post  Writers  Group  editorial  direc¬ 
tor/general  manager  Alan  Shearer, 
whose  syndicate  distributed  Berkeley 
Breathed’s  “Outland”  and  “Bloom 
County.” 

“It  seems  like  a  sea  change,  especial¬ 
ly  when  you  look  at  the  durability  of 
comics  like  ‘Peanuts’  and  ‘Beetle  Bai¬ 
ley,”’  added  Tribune  Media  Services 
managing  editor  Mark  Mathes. 
“Whether  it’s  a  trend,  who  knows?  You 
need  more  than  two  or  three  in  a  row.” 

But  why  three  in  a  row  in  1995 
when  this  never  happened  in  1965  or 
1935?  Is  there  something  about  our 
time  that  led  a  trio  of  cartoonists  to 
give  up  newspaper  space  they  could 
have  held  for  the  rest  of  their  lives? 

Maybe,  said  several  interviewees. 

United  Media  vice  president/edito¬ 
rial  director  Diana  Loevy  noted,  “Years 
ago,  comics  came  out  of  newspapers 
and  [syndicate]  bullpens.  Now,  it’s  a 
very  individualistic  type  of  thing.” 

Mort  Walker,  who  created  “Beetle 
Bailey”  45  years  ago,  added  that  it 
“might  be  a  generational  thing.”  He 
said  cartoonists  and  others  raised  dur¬ 
ing  the  Depression  in  the  1930s  are 
more  likely  to  believe  a  good  job 


shouldn’t  be  given  up. 

Watterson,  Larson  and  Breathed  are 
all  baby  boomers  born  during  the 
1950s. 

Universal’s  Salem  said,  “I  do  think 
the  whole  framework  for  dealing  with 
creative  people  has  been  gradually 
changing.  With  sabbaticals  and  vaca¬ 
tions,  we’re  trying  to  demonstrate  that 
a  company  can  be  a  humane,  open 
place.  Sure,  we  have  business  interests, 
but  the  heart  of  the  relationship  is  [en¬ 
abling]  people  to  be  creative.” 

Both  Larson  and  Watterson  took 
sabbaticals  and  returned  to  do  very 
creative  work  before  ultimately  decid¬ 
ing  to  retire.  In  Watterson’s  case.  Uni¬ 
versal  is  allowing  him  to  leave  before 
his  contract  ends. 

“Hot  Pink”  creator  Anne  Gibbons 
of  Sisters  Syndicate  said  “change  just 
seems  more  a  part  of  our  lives”  in  to¬ 
day’s  world.  She  noted  that  jobs  are 
less  secure,  the  divorce  rate  is  higher, 
and  so  on. 

Gibbons  added  that  people  these 
days  may  be  more  willing  to  move  on 
to  something  else  if  they  feel  they  have 
accomplished  all  they  can  in  a  certain 
area. 

“Bill  Watterson  obviously  feels  he’s 
missing  out  on  something  if  he  contin¬ 
ues  to  do  ‘Calvin  and  Hobbes,’”  she 
observed. 

It’s  not  yet  known  what  Watterson 
will  end  up  doing,  but  Larson’s  time  is 
reportedly  spent  with  activities  such  as 
playing  jazz  guitar  and  Breathed  has 
worked  on  everything  from  animation 
to  children’s  books. 

Of  course,  cartoonists  can  challenge 
themselves  with  other  projects  while 
continuing  to  do  a  comic.  For  example, 
“Momma”/“Miss  Peach”  creator  Mell 
Lazarus  of  Creators  said  he  writes  nov¬ 
els  “to  exercise  other  muscles.” 

But  juggling  several  balls  in  the  air  is 


'fcO'RE.  USTtHIWe  TO  '900WER  \OZ 
CiASSK  ROCK-WUSiE  Vt  PROMISE. 
MOT  TO  EXPOSE  TOO  TO 
I  TOO  HMENt  MENIO  A  M\U.IOM 
■  betore; 


VtU  GET  R\GRT  BPCVO  TO  MORE  H\TS 
FROM  TWJSE  WGtt  SCHOOL  OMS  NREM 
TOJR  MORU)  STOPPED.  BUT  FIRST,  HERES 
OUR  CR\T\C  TO  RSTVEW  THE  LMEST 
MONIE  BASED  ON  A  TOs  CR  TOs 
TX  S/CM! 


A  recent  “Calvin  and  Hobbes"  gives  classic-rock  radio  a  well-deserved  razzing. 
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not  for  everyone.  Gibbons  cited  the 
case  of  Anna  Quindlen,  the  Pulitzer 
Prize  winner  who  gave  up  her  syndicat¬ 
ed  New  York  Times  column  to  concen¬ 
trate  on  writing  fiction  and  raising  her 
children. 

One  reason  why  Watterson  and 
Breathed  opted  to  end  their  features 
was  frustration  with  the  size  limita¬ 
tions  of  newspaper  comics,  which  used 
to  be  published  much  larger. 

“1  think  space  restraints  are  a  con¬ 
cern,”  commented  Kennedy,  who  said 
they  may  cause  comic  creators  to  more 
quickly  “exhaust  all  they  can  say.” 

Gibbons  did  note  that  Watterson 
could  still  have  explored  other  avenues 
in  his  strip,  such  as  more  fully  develop¬ 
ing  the  characters  of  Calvin’s  parents. 

Lazarus  and  several  other  interview¬ 
ees  also  pointed  to  a  possible  domino 
effect,  whereby  one  cartoonist  retiring 
at  the  height  of  his  popularity  may 
have  put  the  idea  in  the  mind  of  the 
next  cartoonist.  But  others  disagreed. 

“1  don’t  know  about  Breathed,”  said 
Salem,  “but  Gary  and  Bill  each  made 
their  decision  independently.  One  was 
not  influenced  by  the  other.” 

Interviewees  did  say  there  were  some 
commonalities  among  Watterson,  Lar¬ 
son  and  Breathed  that  made  them 
more  likely  to  end  their  comics. 

For  instance,  the  trio  all  worked 
without  the  stable  of  assistants  used  by 
superstar  cartoonists  such  as  Walker  of 
King  and  “Garfield”  creator  Jim  Davis 
of  Universal,  to  name  a  couple. 

Breathed,  Larson  and  Watterson 
“were  intensely  involved  with  all  as¬ 
pects  of  their  comics,”  said  Shearer, 
who  noted  that  the  difficult  task  of  do¬ 
ing  365  strips  a  year  gets  even  harder 
under  these  circumstances. 

Adding  to  the  burnout  potential  was 
the  fact  that  the  three  cartoonists  of¬ 
ten  did  detailed  art  and  writing  that 
went  beyond  an  ordinary  gag  a  day  to 
include  offbeat  ideas,  philosophical  ru¬ 
minations  and/or  social  commentary. 

Lazarus  remarked  wryly  that  perhaps 
Watterson  got  frustrated  that  his  social 
commentary  couldn’t  change  people’s 
behavior.  “He’s  been  lecturing  us  for 
years  about  our  values,”  said  the  former 
National  Cartoonists  Society  presi¬ 
dent,  referring  to  Watterson’s  readers. 
“We’ve  enjoyed  the  message,  but 
haven’t  acted  on  it.  So  maybe  he  quit 
because  he’s  mad  at  us!” 

Be  that  as  it  may,  Watterson,  Larson 
and  Breathed  all  quit  while  they  were 
still  relatively  near  their  creative  peaks. 
As  readers  well  know,  many  comics 


continue  far  beyond  their  better  days. 

And  one  final  thing  the  three  had  in 
common  was  enough  money  to  give  up 
their  comics  at  a  relatively  young  age. 

Crain  News  Service  sales  manager 
joe  Hanley  noted  that  with  today’s  in¬ 
creased  merchandising  opportunities 
—  including  products,  books  and  TV 
spinoffs  —  top  cartoonists  of  our  time 
can  make  more  money  at  a  faster  rate 
than  top  cartoonists  of  the  past. 

Of  course,  a  number  of  wealthy  car¬ 
toonists  have  chosen  not  to  give  up 
popular  comics. 

“1  still  enjoy  my  work,  and  I  get  a  lot 
of  satisfaction  out  of  making  people 
happy,”  said  Walker.  “It’s  the  thing  I 
like  to  do  best  in  the  world,  so  why 
quit?” 

Walker,  who  is  also  the  founder  of 
the  International  Museum  of  Cartoon 
Art,  did  emphasize  that  he  wishes  cre¬ 
ators  such  as  Larson  and  Watterson 
hadn’t  decided  to  quit. 

“The  world  would  welcome  these 
guys  back  any  time,”  he  said.  “They 
never  found  a  replacement  for  Gary 
Larson.  And  we  all  envy  Bill  Watter¬ 
son’s  talent.  1  don’t  think  he’s  ever  go¬ 
ing  to  be  replaced,  either.” 

Indeed,  several  syndicate  executives 
said  the  nearly  2,400  “Calvin  and 
Hobbes”  slots  will  probably  be  splin¬ 
tered  among  at  least  25  strips  come 
Jan.  1.  In  some  cases,  newspapers  may 
not  replace  Watterson’s  comic  at  all. 

Landers  apologizes 
for  saying  Tolack’ 

ANN  LANDERS  HAS  apologized  for 
using  the  word  “Polack”  in  a  profile 
published  in  the  Dec.  4  issue  of  the 
New  Yorker  magazine. 

Her  language  drew  the  ire  of  many 
Polish-Americans,  some  of  whom 
vowed  to  stop  reading  her  advice  column. 

Landers,  who  is  with  the  Chicago 
Tribune  and  Creators  Syndicate,  said 
in  a  written  statement,  “It’s  time  to  get 
out  the  wet  noodle  and  give  myself  40 
lashes.  I  should  not  have  used  a  slang 
term  for  Polish.  It  was  poor  judgment, 
and  I  apologize.” 

Some  Polish-Americans  called  the 
apology  inadequate,  noting  that  they 
consider  “Polack”  an  ethnic  slur  rather 
than  a  slang  term. 

Landers  used  the  word  when  de¬ 
scribing  her  meeting  with  Pope  John 
Paul  11.  She  said  the  pontiff  “has  the 
face  of  an  angel.  His  eyes  are  sky  blue, 
and  his  cheeks  are  pink  and  adorable- 


looking,  and  he  has  a  sweet  sense  of 
humor.  Of  course,  he’s  a  Polack  .... 
They’re  very  antiwomen.” 

Landers  also  discussed  other  famous 
people  she  has  met.  For  instance,  the 
columnist  called  President  Kennedy  a 
“womanizer  from  hell.” 

And  Landers  touched  on  many  oth¬ 
er  topics  in  Christopher  Buckley’s 
mostly  admiring  piece.  One  subject 
was  the  future  of  her  40-year-old  col¬ 
umn,  which  she  said  will  not  be  passed 
on  to  anyone  else. 

‘Doonesbury’  disc 
on  strip’s  25  years 

A  “DOONESBURY”  CD-ROM  has 
been  released  by  Mindscape  of  Nova¬ 
to,  Calif. 

“Doonesbury  Elashbacks:  25  Years  of 
Serious  Fun”  includes  every  episode 
(more  than  9,000)  of  the  Universal 
Press  Syndicate  strip,  as  well  as  charac¬ 
ter  bios,  news  articles,  an  animated 
trivia  game  show,  and  more. 

Garry  Trudeau’s  royalties  from  the 
disc  are  being  donated  to  charity. 
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Crain  is  syndicating 
‘Healthcare’  feature 

“HEALTHCARE  AND  YOU”  is  being 
syndicated  by  Crain  News  Service. 

J.  Duncan  Moore  Jr.’s  column  covers 
topics  such  as  managed  care  and  the 
growing  number  of  Americans  without 
health  insurance. 

Moore  is  a  news  reporter  for  Modern 
Healthcare  magazine,  for  which  he  cov¬ 
ers  the  American  Medical  Association, 
hospital  staffing  and  labor  issues,  and 
more.  He  has  also  worked  as  a  health¬ 
care  reporter  for  a  daily  paper,  and  for 
academic  journals  and  television. 

It’s  Momma  herself 
at  Xmas  gathering 

WHAT  WAS  A  Jewish  mother  doing 
at  a  Christmas  party? 

As  the  25  th  anniversary  of  “Mom¬ 
ma”  was  being  marked  at  the  National 
Cartoonists  Society’s  annual  Xmas 
gathering,  the  comic’s  title  character 
suddenly  came  alive. 

“Why  didn’t  you  create  me  a  hus¬ 
band  in  the  strip  rather  than  a  putz  of 
a  son?”  demanded  Momma  of  Cartoon¬ 
ist  Mell  Lazarus,  who  was  at  the  dais. 

Then  Momma  —  actually  former 
“Dondi”  cartoonist  Irwin  Hasen  in 
drag  —  told  attendees,  “Melvin  makes 
a  lot  of  money.  Do  1  see  a  dime?  1  have 
to  nosh  at  Roy  Rogers!” 

And  “she”  had  this  final  question  for 
Lazarus,  “How  did  a  nice  boy  like  you 
get  connected  with  a  syndicate  ?” 

Lazarus,  a  former  NCS  president,  is 
with  Creators  Syndicate. 

Also  speaking  at  the  Dec.  2  party 
were  “Barney  Google  and  Snuffy 
Smith”  cartoonist  Fred  Lasswell  of 
King  Features  Syndicate  as  well  as 
NCS  president  Frank  Springer,  a  free¬ 
lance  cartoonist;  former  president 
Arnold  Roth,  a  magazine  cartoonist; 
and  membership  chairman  Joe  Duffy,  a 
free-lance  cartoonist  who  was  involved 
in  organizing  the  New  York  City  event. 

Career  in  comics  is 
focus  of  new  book 

YOUR  CAREER  IN  the  Comics  has 
been  written  by  Lee  Nordling  for  the 
Newspaper  Features  Council. 


J.  Duncan  Moore  Jr. 

The  illustrated  paperback  —  pub¬ 
lished  by  Universal  Press  Syndicate’s 
Andrews  and  McMeel  book  company 
—  contains  278  pages  of  information 
about  becoming  a  cartoonist,  getting 
syndicated,  and  more.  Included  are  the 
comments  of  dozens  of  artists  and  syn¬ 
dicate  executives. 

Nordling  is  a  DC  Comics  editor  who 
has  also  been  a  comic  strip  writer  and 
Los  Angeles  Times  Syndicate  art  direc¬ 
tor,  among  other  things. 

Cartoons  and  book 
by  New  York  artist 

ABE  BLASHKO  IS  self-syndicating  his 
editorial  cartoons. 

Blashko,  whose  clients  include  a  va¬ 
riety  of  progressive  publications,  also 
has  compiled  a  new  book  called  Saint 


Blashko  on  Qingrich 


Mark’s  Place.  It  features  his  drawings  of 
people  and  scenes  on  the  offbeat  street 
in  Manhattan’s  East  Village  where 
Blashko  has  lived  in  a  first-floor  apart¬ 
ment  since  1955. 

The  cartoonist  has  an  extensive  fine 
arts  background,  too.  Two  New  York 
galleries  represent  Blashko,  as  does 
one  in  Seattle,  where  he  had  a  one- 
man  show.  The  Seattle  Art  Museum 
has  several  of  his  drawings  in  its  per¬ 
manent  collection,  and  the  Library  of 
Congress  has  two  of  his  lithographs. 

Blashko  is  based  at  55  Saint  Mark’s 
PL,  New  York,  N.Y.  10003. 

Depot  site  on  Web 
for  Picture  Network 

PICTURE  NETWORK  International 
(PNl)  has  launched  Publishers  Depot, 
a  World  Wide  Web  commerce  service 
for  publishers  and  designers. 

Users  can  browse  through  a  “virtual 
content  warehouse”  that  stores  stock 
photos,  drawings,  maps,  fonts,  produc¬ 
tion  music,  sound  effects,  directories, 
portfolios  and  application  software. 
The  Web  site  is  at  http://www.publish- 
ersdepot.com. 

PNl,  based  in  Arlington,  Va.,  is  mar¬ 
keted  by  Tribune  Media  Services. 

NYTS  names  a  new 
astrology  columnist 

SALLY  BROMPTON  OF  London  is 
continuing  the  astrology  column  that 
Patric  Walker  did  for  the  New  York 
Times  Syndicate. 

Brompton  studied  under  and  worked 
with  Walker,  who  died  Oct.  8  in  Lon¬ 
don  after  suffering  food  poisoning. 

‘Garfield’  firm  loses 
a  14 -year  executive 

RON  TUTHILL  HAS  resigned  from 
Paws,  Inc.  —  the  licensor  for 
“Garfield”  —  after  14  years. 

Tuthill  was  the  sixth  person  hired  by 
Jim  Davis’  company,  which  now  has 
more  than  50  employees.  His  most  re¬ 
cent  position  was  vice  president-inter¬ 
national. 

The  “Garfield”  comic  is  distributed 
by  Universal  Press  Syndicate. 
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7.  J  Graphic  Arts  /  Printing  Service  /  Newspaper  Supplier 

8.  J  News  Services /Feature  Syndicate 

9.  J  Publicitv  and  Public  Relations 

10.  J  Library  /  Federal  /  State  and  Local  Governments 

11.  J  Education:  Students  /  Teachers 

Other  (Please  specify) _ 


.Gopies  of  the  Market  Guide  at  $100  each  (1-4  copies), 
.Bulk  orders  of  5  or  more:  $92  per  copy. 

.The  Market  Guide  and  CD-ROM:  $395.* 


Payment  must  accompany  order. 


.ame 


u  cei  Address 


International  Orders  (outside  U.S.  or  Canada):  $125  per  copy.  CA,  District 
of  Columbia,  LA.  NY  residents  please  add  applicable  sales  tax.  Canada 
residents  please  add  GST. 


Check  enclosed  (payable  to  Editor  &  Publisher  Market  Guide)  $US 
drawn  on  US  bank  only. 

Charge  my  Visa  -I  MasterCard  # _ 

x[).  Date _ Signature _ 


*  Network  version  available.  Please  call  (212)  t>' 
pricing.  For  technical  information  call  ext.  444. 


(Required  on  credit  card  orders.) 


-I  I  want  to  know  more.  Please  send  me  information  about  the  Year  Book. 
-I  I  want  to  know  more  fast.  Please  call  me. 


The  1995  Editor  &  Publisher  Intematioiial  Year  Book* 

The  encyclopedia  of  the  newspaper  industry-. 


-I  YesI  Please  rush 


me  the  publication(s)  or  CD-ROM  items  I’ve  indicate 
below.  My  credit  card  number  or  payment  is  enclosed. 


(Check  Only  One  Category) 

1 .  -I  Dailv  Newspaper 

2.  j  Weekly  Newspaper 

3.  J  Corp./  Ind ./  Assn.  Buying  Advertising  Space 

4.  J  Advertising  .Agency 

5.  J  Newspaper  Rep. 

6.  J  Magazine  /  Other  Publication 

7.  J  Graphic  Arts  /  Printing  Service  /  Newspaper  Supplier 

8.  -J  News  Services /Feature  Syndicate 

9.  J  Publicity  and  Public  Relations 

10.  J  Library  /  Federal  /  State  and  Local  Governments 

1 1 .  -I  Education:  Students  /  Teachers 

Other  (Please  specify) _ 


.Gopies  of  the  Year  Book  at  $100  each  (1-4  copies). 

.Bulk  orders  of  5  or  more:  $92  per  copy. 

.NEW!  E&P  Year  Book  and  CD-ROM  without  hsting  capabihties:  $495. 
.NE^'!  E&P  Year  Book  and  CD-ROM  with  listing  capabilities:  $895.* 


Payment  must  accompany  order. 


vame 


Street  Address 


International  Orders  (outside  U.S.  or  Canada):  $125  per  copy.  CA,  District 
of  Columbia,  LA,  NY  residents  please  add  applicable  sales  tax.  Canada 
residents  please  add  GST. 


j  Check  enclosed  (payable  to  Editor  &  Publisher  International  Year  Book) 
$US  drawn  on  US  bank  only. 

J  Charge  my  Visa  J  MasterCard  # _ 


*  Network  version  available.  Please  call  (212)  h75-438(l,  exi,  33.’{  for 
pricing.  For  technical  information  call  ext.  444. 


.Signature. 


(Required  on  credit  card  orders.) 
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Legally 
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similarly  held  that  compelled  disclo¬ 
sure  would  improperly  discourage  some 
reporters  from  covering  certain  state 
activities,  or  cause  others  to  limit  their 
association  with  outside  interests. 

This  issue,  however,  has  never  been 
addressed  by  the  United  States 
Supreme  Court  and  there  can  be  no 
assurance  a  similar  conclusion  would 
be  reached  by  that  Court.  Indeed,  the 
lessons  of  the  past  provide  a  cautionary 
tale. 

In  many  ways,  the  Byrd  proposal  is 
being  justified  by  the  same  arguments 
that  led  Congress  to  impose  disclosure 
obligations  upon  newspapers  at  the  be¬ 
ginning  of  this  century.  The  Post  Of¬ 
fice  Appropriation  Act  of  1912  Con¬ 
gress  first  required  all  newspapers  dis¬ 
tributed  by  second  class  mail  to 
disclose  at  least  twice  annually  the 
names  of  their  publishers,  editors, 
owners  and  major  creditors. 

In  language  now  echoed  by  Senator 
Byrd,  the  Senate  Committee  recom¬ 
mending  passage  of  the  1912  legislation 
voiced  the  “common  belief  that  many 
periodicals  are  secretly  owned  or  con¬ 
trolled,  and  that  in  reading  such  pa¬ 
pers,  the  public  is  deceived  through  ig¬ 
norance  of  the  interests  the  publica¬ 
tion  represents.” 

As  with  the  Byrd  proposal,  this  dis¬ 
closure  obligation  was  strongly  at¬ 
tacked  at  the  time  as  an  undue  restric¬ 
tion  on  freedom  of  the  press,  thinly 
disguised  as  a  regulation  of  the  mails. 

However,  the  Supreme  Court  in 
Leivis  Publishing  Co.  v.  Morgan  flatly 
rejected  this  claim. 

The  Court  viewed  disclosure  as  an 
incidental  obligation  imposed  only 
upon  those  newspapers  who  availed 
themselves  of  the  substantially  reduced 
postal  rates  afforded  by  holding  a  sec¬ 
ond-class  permit. 

To  the  Court,  these  newspapers  con¬ 
stituted  a  “privileged  class”  who  had 
benefited  greatly  from  a  significant 
public  subsidy. 

As  the  Supreme  Court  put  it,  the 
disclosure  obligations  affixed  only  “ad¬ 
ditional  conditions”  for  the  right  to 
continue  to  enjoy  that  privilege. 

Advocates  of  the  Byrd  proposal  ad¬ 
vance  a  similar  logic  today.  They  note 
that  reporters  admitted  to  the  congres¬ 
sional  press  gallery  get  a  range  of  gov¬ 
ernmental  benefits,  from  the  use  of  fa¬ 
cilities  and  phones,  to  designated  park¬ 
ing  spaces,  to  special  access  to 


members  of  Congress. 

As  with  the  1912  Post  Office  legisla¬ 
tion,  the  disclosure  obligations  are  thus 
justified  as  an  incidental  obligation  im¬ 
posed  upon  certain  reporters  in  ex¬ 
change  for  the  many  benefits  they  will¬ 
ingly  accept  from  the  members  of 
Congress. 

The  Byrd  proposal  necessarily  needs 
to  be  addressed  on  the  merits  and  with 
a  full  recognition  that  its  constitution¬ 
al  invalidity  cannot  be  assumed.  Edi¬ 
tors  and  publishers  should  take  delib¬ 
erate  steps  to  develop  a  full  presenta¬ 
tion  of  the  significant  concerns  that 
are  inherent  in  any  such  effort  to  im¬ 
pose  accountability  on  the  press  by 
government  fiat. 

For  example,  the  proposal  places 
great  importance  upon  the  need  for  a 
compelled  disclosure  of  a  reporter’s  in¬ 
terests  so  that  an  article  can  be  proper¬ 
ly  assessed,  a  position  the  Supreme 
Court  found  less  than  compelling  in 
striking  down  a  prohibition  on  anony¬ 
mous  campaign  literature  earlier  this 
year. 

Moreover,  as  both  the  Alabama  and 
Massachusetts  courts  recognized,  the 
types  of  disclosure  obligations  now 
proposed  are  likely  to  limit  some  re¬ 
porters  from  seeking  congressional  cre¬ 
dentials  and  to  limit  other  reporters 
from  associating  with  groups  or  causes 
that  might  be  controversial.  Both  con¬ 
sequences  have  serious  First  Amend¬ 
ment  implications. 

As  Learned  Hand  once  observed, 
the  right  conclusions  are  more  likely  to 
be  gathered  “out  of  a  multitude  of 
tongues  than  through  any  kind  of  au¬ 
thoritative  selection.”  Even  an  indirect 
restraint  on  the  number  and  variety  of 
viewpoints  engaged  serves  to  undercut 
the  goals  of  our  system  of  free  expres¬ 
sion. 

Most  fundamentally,  the  Byrd  pro¬ 
posal  ignores  the  structural  difficulty 
created  when  Congress  seeks  to  regu¬ 
late  the  press,  even  the  ethics  of  the 
press. 

History  has  shown  this  to  be  an  in¬ 
appropriate  role  for  governments  to 
take  upon  themselves.  Whatever  the 
merits  of  the  underlying  concern  over 
possible  conflicts  of  interest,  this  issue 
can,  and  should,  be  taken  up  directly 
by  the  press  without  the  heavy  hand  of 
governmental  coercion. 

If  the  events  of  1912  are  not  to  be  re¬ 
peated,  these  concerns  need  to  be  ful¬ 
ly  presented  before  Congress  takes  a 
misstep  that  the  courts  may  be  unwill¬ 
ing  to  correct. 


Campus 
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records  including  “promotional  materi¬ 
als,  contracts,  rate  cards  and  other 
documents  relating  to  the  publication 
and  sale  of  the  Iowa  State  Daily  and 
any  other  current  or  planned  publica¬ 
tion  of  the  [board].” 

Daily  Tribune  editor  Gartner  said 
the  request  was  not  related  to  the  com¬ 
petitive  situation. 

“They’re  a  public  body  ....  We  pe¬ 
riodically  report  on  what’s  going  on 
with  them,”  he  said. 

Gartner  said  Partnership  Press  Inc. 

—  the  corporation  that  owns  the  Dai¬ 
ly  Tribune  —  decided  to  sue  when  the 
publication  board  did  not  respond  to 
their  initial  request. 

Soon  after  the  lawsuit  was  filed,  the 
board  turned  over  much  of  the  infor¬ 
mation  the  Daily  Tribune  was  seeking 

—  but  it  balked  at  disclosing  what  it 
refers  to  as  strategic  marketing  infor¬ 
mation. 

The  board’s  position  is  that  —  as  a 
“private,  not-for-profit  corporation” 
not  covered  by  the  Iowa  Open  Meet¬ 
ings  Act  —  it  need  not  disclose  any  in¬ 
formation  at  all,  said  general  manager 
Antisdel. 

“But  because  we  are  a  newspaper 
and  because  we  believe  in  open  meet¬ 
ings  and  open  records  .  .  .  our  own 
board  felt  strongly  that  it  should  volun¬ 
tarily  comply  with  open  meetings  and 
open  records  [laws],”  Antisdel  said. 

Even  under  those  laws,  however,  the 
financial  and  marketing  information 
being  sought  by  the  Daily  Tribune  is 
not  public  information,  she  added. 

In  an  answer  to  the  lawsuit,  filed 
Dec.  5,  the  publication  board  argues 
the  lawsuit  should  be  dismissed  be¬ 
cause  Partnership  Press  did  not  identi¬ 
fy  itself  as  the  requester  of  documents 
when  the  Des  Moines  law  firm  wrote 
to  seek  the  documents. 

“Partnership  Press  cannot  claim  that 
it  was  harmed  by  any  actions  of  the 
[board]  when  .  .  .  Partnership  Press  it¬ 
self  acted  to  keep  its  identity  as  the 
party  seeking  the  documents  at  issue 
secret,”  the  motion  to  dismiss  states. 

Name  change 

EFFECTIVE  JAN.  1,  the  new  name  of 
the  Vicksburg  (Miss.)  Evening  Post  and 
Vicksburg  Sunday  Post  will  be  the 
Vicksburg  Post.  The  newspaper  will  no 
longer  use  two  mastheads. 
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Classified  Advertisin 


11  W.  19th  Street  •  New  York,  NY  10011  •  Phone  (212)  675-4380  •  FAX  (212)  929-1259 


FEATURES  AVAILABLE 


ASTROLOGY 


Daily-Weekly-Monthly  Features. 
Camera  ready.  Free  trial.  Time  Data 
Syndicate.  (800)  322-5101 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


WHEELS  101:  A  weekly  column 
teaching  the  basics  of  buying,  owning 
and  driving  o  car  by  automotive  expert 
Jayne  O'Donnell.  Joe  Hanley,  CRAIN 
NEWS  SERVICE,  Phone:  (212)  254- 
0890.  Fax:  (212)  254-7646. 


CARTOONS 


ENVIRONMENT  CARTOON  FEATURES 
wildlife,  ecology,  recreation 
for  samples:  216-251-1389 


DR  JOB:  Q  and  A  column  for  people 
hoping  to  seek  and  keep  jobs  or  find  a 
new  career.  Written  by  business 
journalist  Sandra  Pesmen. 

Joe  Hanley, 

CRAIN  NEWS  SERVICE, 

Phone:  (212)254-0890. 

Fax:  (212)  254-7646. 


HOME  IMPROVEMENT 


ON  THE  HOUSE  is  a  weekly  syndicated 
column  written  for  AP  Newsfeatures  by 
veteran  builders  James  &  Morris  Carey. 
ON  THE  HOUSE  offers  money-saving 
tips  on  building,  remodeling  &  repair¬ 
ing  homes.  Each  column  is  accom¬ 
panied  by  an  instructional  graphic  and 
Q  &  A  section  for  reader  involvement. 
Call  (800)  REPAIR  IT  for  free  samples. 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(407)  368-4352 
123NW  13thSt.,  Suite  214-8 
Boca  Raton,  FL  33432 


COMPREHENSIVE  APPRAISALS 
rendered  in  confidence  with  care  for 
accuracy  and  detail.  Established  rea¬ 
sonable  prices.  James  W.  Hall,  Jr., 

Jim  Hall  Media  Services 
P.O.Box  1088,  Troy,  AL  36081 
(334)566-7198 
Fax  (334)  566-01 70 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Appraisals 
Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


KAMEN  &  CO.  GROUP  SERVICES 
Consultants/Approisals/Brokers 
(516)  379-2797/(81 3)  786-5930 


NEWSPAPER  BROKERS 


625  Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(301 )  540-0636 
Tom  Sexton,  N. England  (617)  545-6175 
Wren  Barnett,  South  (704)  698-0021 
Ron  Hollo,  Canada  E.  (61 3)  525-1666 


Every  true  man,  sir,  who  is  a  litfle  above 
the  level  of  the  beasts  and  the  plants,  lives 
so  as  to  give  a  meaning  and  a  value  to 
bis  own  life. 

Luigi  Pirandello 


AWARDWINNING  700  word  WEEKLY 
Samples:  Clear  Creek  Features 
Box  3303,  Grass  Valley,  CA  95945 


WARNING:  "IN  A  NUTSHELL"  may  be 
hazardous  to  your  readers'  health. 
Thousands  hove  already  died  laughing. 
Award-winning,  700  words,  weekly. 
Free  samples,  rates.  Barbara  Naness, 
1 1 9  Wasnington  Avenue,  Staten  Island, 
NY  10314,  (718)  698-6979. 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0940; 

(91 4)  692-4572.  Fox  (91 4)  692-831 1 . 


A  first  rate  soup  is  better  than  a  second 
rate  painting. 

Abraham  Maslow 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 


SYNDICATION  SERVICES 


Travel  Theater  Restaurant  Wine 
Computer,  Reviews,  Columns,  Features 
http://punchin.com  or  (212)  755-4363 


Run  your  ad  for  12, 
26  or  52  issues  to 
increase  awareness 
while  benefitting 
from  our  low 
contract  rates. 
CaU  (212)  675-4380 


NEWSPAPER  BROKERS 


BILL  MAHHEW  COMPANY  conducts 
professionol,  confidential  negotiations 
for  sale  and  purchase  of  highest  quality 
daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


Buyers  or  sellers.  Call  Dick  Briggs. 
(803)  457-3846.  No  obligation. 
Sales  •  Appraisals  •  Consulting 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


JAMES  W.  HALL,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services 
410  Elm  St.,  Tray,  AL  36081 
(334)  566-7198 
Fax  (334)  566-01 70. 


MEL  HODELL,  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  233-2318 
Lon  W.  Williams 


MICHAEL  D.  LINDSEY 
1 221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  81 3-9344 


PHILLIPS  MEDIA  SERVICES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  3308 
Merrifield,VA  22 11 6-3308 
(703)  846-8410  Fax  (703)  846-8406 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
1 08  Jane  Cove-Ctarksdale,  MS  3861 4 
(601 )  627-7906  Fax  601  -627-79063" 
W.C.  Shoemaker- Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 
Fax  (601)  289-3254 


Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPER  BROKERS 


Please  call  to 
discuss  your 
options  in  a  sale 

Appraisal  for 
estate,  ESOP, 
partners,  bank, 
tax,  stock,  assets 


Appraisal 

& 

Brokerage 

BOLITHO-CRIBB 
&  Associates 


John  T.  Cribb  1  Annette  Park  Drive,  Bozeman,  MT  59715  406-586-6621 


NEWSPAPER  BROKERS 


RICKENBACHER  MEDIA  CO. 

No.  1  in  Texas  and  Southwest. 
3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fax  (214)  520-6951 


NEWSPAPERS  FOR  SALE 


FLORIDA:  Profitable  weekly  $325,000, 
terms.  NORTH  CAROLINA:  profitable 
weekly  $1 50,000,  terms. 

Beckerman  Assoc.  (81 3)  971  -2061 . 


GROWING  WEEKLIES  in  Suburbs  of 
Kansas  City.  Well  priced  including 
presses,  complete  equipment,  assets. 
Contact:  James  Duncan,  1156  W. 
103rd  #230,  Kansas  City,  MO  64114. 
Phone:  (913)  469-6540. 


NEW  JERSEY  Weekly  in  a  rapidly  grow¬ 
ing  county.  Located  in  county  seat, 
legal  newspaper  (or  three  municipalities 
and  some  county  advertising.  Complete 
pre-press  equipment.  $165,000  in 
sales  for  1994,  paid  circulation  of 
1,600.  Reply  to  Box  07626,  Editor  & 
Publisher. 


NICE  WEEKLY  Grossing  $1,200,000  in 
growing  isolated  community.  Could  be 
daily.  No  competition.  Zone  7.  Family 
owned.  Rickenbocher  Media  Company, 
(214)  520-7025. 


REWARD  YOURSELF:  Newspapers  (or 
sale,  weeklies  large  and  small.  Bill 
Berger,  Associated  Texas  Newspapers, 
Inc.,  1801  Exposition,  Austin,  TX 
78703.  (512)476-3950. 


UPSTATE  New  York  weekly  in  fast  grow¬ 
ing  capital  district  with  great  potential. 
Reply  to  Box  07399,  Editor  &  Publisher. 

The  hole  and  the  patch  should  be 
commensurate. 

Thomas  Jefferson 
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NEWSPAPERS  WANTED 

NEWSPAPERS  WANTED 

AMERICAN  PUBUSHING  COMPANY  is 
aggressively  seeking  newspaper  ocwisi- 
tions  with  circulations  of  5,00j  or 
greater,  APC  is  owner/operator  of  420 
publications,  including  1 1 2  daily  news¬ 
papers.  All  correspondence  ond  dis¬ 
cussions  ore  confidential.  Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Harmony 

Neosho,  MO  64850 

Phone  (417)  451-1520 

AWARD-WINNING  Midwest  newspaper 
group  seeks  to  odd  paid  newspapers  to  its 
group  of  fine  publications.  Large  down 
payments  or  all-cash  ovaibble.  Seeking 
medium-sized  and  large  circulation 
quality  papers  and  groups.  Management 
welcome  to  stay  in  place. 

All  replies  guaranteed  held  confidential. 
Reply  to  Box  07148,  Editor  &  Publisher. 
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Classifled  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 


SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration  H.  Canbom 
CKOptical  (310)  372-0372. 


MAILROOM 


GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  Folders.  Call  Scott  or  Tom  at 
(800)  527-1668  or  (214)  869-2844. 


PRE-OWNED  MAILROOM  EQUIPMENT 

Bill  Kanipe,  ALTA  GRAPHICS,  INC. 

(770)  428-5817 
Fax  (770)  590-7267 


Refurbished  odd  on  pcx:kets 
MULLER  MARTINI  227 
KANSA  320  and  480 
AVAILABLE 

Call  MidAmerica  Graphics  at 
(800)  356-4886. 


USED  MAILROOM  EQUIPMENT 

Standlee  and  Associates,  Inc. 

(407)  273-5218 
Fax  (407)  273-901 1 


DIREQ  FROM  THE 
ORIGINAL  MANUFACTURER 

1 976  Solna  D22  web  press 
(3)  l-i-l,  (1)  2+1  perfecting  units 
22  3/4  X  36  (578mm  x  915mm) 
F22  (older  1/2,  1/4,  DP 
refurbished  1993 

1 974  Solna  C22  web  press 
(2)  1+1  perfecting  units 
23  9/16  X  39  (598.5mm  x  990mm) 
F22  folder  1/2,  1/4,  DP 
Butler  splicer,  Stobb  stacker 
Upgraded  Solna  lever  ink  fountains 
1993 

1 973  Solna  C22  web  press 
(6)  1+1  perfecting  units 

22  3/4  X  36  (578mm  x  915mm) 
F22  folder  1/2,  1/4,  DP 

Can  be  configured  for  heatset  or 
non-heatset 

1 982  Solna  S96  web  sheeter 

23  9/1 6  cutoff  (can  be  nrKxJified  to 

other  cutoffs) 

Solna  Web  USA,  Inc. 

(800)  247-8392 
Fox  (913)492-0170 


E<S?P  Classified 


It’s  Your  People-to-People  Meeting  Place 

Rates  and  order  form  are  at  the  end  of  the 
Classified  section.  To  increase  accuracy  and 
expedite  placement,  Fax  your  ad  to  (212)  929- 
1259,  or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street 

I  New  York,  NY  10011 


NEED  A  DRIVER  FOR  the  business  side 
of  my  small  weekly  group  of  Jewish 
newspapers.  Good  product  and  market 
acceptance.  Solid  sales  base  but  needs 
to  be  bigger.  Absentee  publishing  not 
working  for  me.  Capitol  cook)  buy  port 
of  business.  Hard  work  and  motivation 
could  earn  it.  Both  would  be  best. 
Northeast  location.  Reply  to  Box 
07615,  Editor  &  Publisher. 


NEWSPRINT  FOR  SALE 


ROLLS  ALL  SIZES  30#- 28# 
BEHRENS  INTERNATIONAL,  CAUF. 
(714)  644-2661,  Fax  (714)  644-0283 


Bloom  where  you  are  planted. 


PRESS  EQUIPMENT 

8-unit  GOSS  COMMUNITY  w/SC 
(older  &  u.f. 

7-unit  GOSS  COMMUNITY,  22*  cut-off, 
with  2  SSC  folders  -  1987. 

4-Unit  GOSS  COMMUNITY  -  22  3/4". 

3- Unit  GOSS  COMMUNITY,  grease 

lubricated.  i 

2-unit  GOSS  COMMUNITY,  with  SC 
(older  &  SSC  units. 

Add-on  GOSS  COMMUNITY  units  - 
floor  position  or  converted  to  stacked 
position,  folders  &  upper  formers. 

4- unit  GOSS  SUBURBAN  press, 

22  3/4". 

Three  SOLNA  D-30A  presses,  1988-89 
vintage,  6  &  7  unit  presses  with  both 
2+1  and  1+1  units;  F36-A  and  BAF36 
folders,  22"  cut-off. 

1 1 -unit  HARRIS  VI 5D,  1982  with  JF15 
&JF25w/u.f. 

WEB  LEADER  mono  unit  &  Web  Leader 
folders. 

4- unit  WEB  LEADER  press  -  available 
immediately. 

6-unit  NEWS  KING  (3  stacked  sets  of 
units)  with  KJ6  (older. 

5- unit  NEWS  KING,  1 977  vintage. 

4-unit  NEWS  KING,  1 965/73  w/KJ6. 
Add-on  NEWS  KING  units  &  folders. 
2-unit  COHRELL  VANGUARD  -  22  1  /2" 
cut-off. 

Model  300  CUSTOM-BILT  3-knife  trim¬ 
mer. 

Tandem  pair  ENKEL  zero-speed  splicers 
DOUBLE-WIDTH 

Two  METROUNER  mono  units,  45"  RTP's 
&  Y  columns  -  22  3/4". 

Two  new  10-unit  TKS  presses  with  3 
half  decks,  double  3:2  folder  -  22  3/4". 

6- unit  GOSS  COSMO,  1976  -  ovail- 
able  immediately. 

3  "Vision"  (Cosmo-style)  GAM  offset 
units. 

SOVEREIGN  single  3:2  160-page 
(older  w/double  u.f.,  22  3/4"  ond 
motor. 

GOSS  double  144-paw  3:2  folder,  22 
3/4"  w/double  upper  formers. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
(91 3)  492-9050  Fax  (91 3)  492-6217 


METRO,  URBANITE,  COMMUNITY,  SC, 
SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


OLYMPIC  RENTAL  -  Intown  Atlanta 
home  ovaibble  to  working  joumalisl(s). 
4  mi.  to  downtown  venues,  5  min.  to 
MARTA,  1-85,  Fed-X,  great  restaurants 
and  multiple  coffee  houses.  2  bedrooms 
(queen  beds),  small  study  (single),  2 
baths,  security  system,  new  kitchen,  2 
phone  lir<es,  semi-weekly  maid  service. 
A  steal  at  $550/night  (2  week  min). 
Refundable  security  deposit  required. 
|$2K).  For  more  info  call  (404)  325- 
81 36  or  e-mail  HopeWin@aol.com. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

4- 1 0  Unit  Harris  V- 1 5D  w/2  JF4 
commercial  folders, 

AVAILABLE  IMMEDIATELY!! 

4-Unit  Harris  V-1 5A,  w/jF7  folder; 

2  units  continuous  ink,  2  ductor, 

1  unit  w/circum(erential 
1  Rebuilt  Community  floor  unit  1976, 
IMMEDIATE  DEUVERYI! 

4  Pocket  McCain  Speedbinder 
1  "105"  Count-o-veyor 

GLOBAL  GRAPHICS,  INC. 

(91 3)  541-8886  Fox  (91 3)  54 1  -8960 


WANTED  TO  BUY 


CAU  US  -  WE  BUY 
Used  press  and  mailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fax  (770)  590-7267 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


The 

communication 
link 
of  the 
newspaper 
industry  every 
week 

since  1884. 
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INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


J.C.  &  ASSOCIATES,  INC. 
Circulation  and  Fulfillment  Systems 
Over  30  installations  since  1 984. 
Call  (91 3)  681  -8493,  Ask  for  Joe. 


KAMEN  &  CO.  GROUP  SERVICES 
Our  firm  develops  solutions  worldwide 
(516)  379-2797/(813)  786-5930 


CIRCULATION  SERVICES 


ABOVE  THE  CROWD 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/qualily 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


CIRCULATION  SERVICES 


VERIFICATION 

ALTERNATIVES 

•No  Extra  Phone  Charge 
•40^  per  contact  Basic  Service 
•FREE  Weekly  Analysis 

CIRCULATION 
MARKETING  SERVICES 
(800)  569-4666 


CIRCULATION  SERVICES 


j.  BLENKARN  HOLDINGS 
Circulation  Telemarketing  Experts 
Jeff  Blenkam  (61 6)  458-661 1 


LEVIS  NATIONAL,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)  929-1845 
Our  27tfi  Year 


PRO  •iTART'; 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


SPECTRUM  MARKETING  SERVICES 
NIE  FUNDRAISING  AND 
TELEMARKETING  PROGRAMS 
CALL  DOUG  REESE  (800)  972-6778 


CONSULTANTS 


American  Newspaper  Consultants,  Ltd., 
including  Stephen  N.  Ranzer. 
(800)  554-3091 . 


Like  the  body  that  is  made  up  af  different 
limbs  and  organs,  all  mortal  creatures 
exist  depending  upon  one  another. 

Hindu  proverb 


HELP  WANTED 


ADMINISTRATIVE 


CHIEF  OPERATING  OFFICER 
Required:  Experienced  COO  in  pub¬ 
lishing;  develop/implement  business 
plan;  manage  external  financing/ 
oudgets/P&L/tax  planning/contracts/ 
management  jperf .  evaluation/labor  dis¬ 
putes.  Send/fax  cover  letter,  resume, 
salary  history/requirements  (no  calls)  to 
HR,  360  S.  Hope  Avenue,  #300C, 
Santa  Barbara,  CA  93105,  fax  (805) 
563-1239. 


COMMUNITY  NEWSPAPER  PUBLISHER 
Growing  company  seeks  publisher  for 
weekly  newspaper  group  ($1.4  million 
revenue)  in  the  Midwest.  Strong 
administrative  skills  and  advertising 
skills  required.  Fax  resume  with  salary 
history  to:  H.  Dean  Ridings,  vice  presi¬ 
dent,  Republic  Newspapers,  (423)  675- 
1675  or  mail  to  11863  Kingston  Pike, 
Farragut,  TN  37922. 


Non-Profit  ASIAN  AMERICAN 
JOURNALISTS  ASSOCIATION  seeks 
Executive  Director  to  lead  its  San  Francisco 
national  office.  Must  have  proven 
management  skills,  fund-raising  abilities, 
and  convention  and  organizational 
planning  skills.  Knowledge  of  Asian- 
American  community  and  the  media 
preferred.  Salary:  $40,000-Hbenefits. 
Send  letter,  resume,  references  by 
February  1 6  to:  Search  Committee,  AAJA, 
1765  Sutter  St.,  Room  KXX),  San  Fran¬ 
cisco,  CA  941 15.  For  more  information, 
call  Victor  Panichkul,  (81 7)  390-7978  or 
Stanford  Chen  (503)  294-5937  or  (800) 
826-0376,  ext.  5937 


ADMINISTRATIVE 


PUBLISHER.  The  media  watch  group 
FAIR  seeks  publisher  to  oversee  prod¬ 
uction,  distribution  and  marketing  of 
our  magazine,  EXTRA!  The  publisher 
oversees  all  aspects  of  subscription 
building  (direct  mail  and  ads),  donor 
solicitations  from  readers,  and 
supervises  outside  subscription  service. 
Qualifications:  Marketing  experience, 
circulation  management  and  magazine 
production  at  the  supervisory  level.  Com¬ 
mitment  to  progressive/public  interest 
deals.  Knowledge  of  media  issues. 
Salary:  low  to  mid  twenties.  Women 
and  people  of  color  encouraged  to 
apply.  Resumes  by  December  15  to 
FAIR,  Attn:  Geralyn  Byers,  130  West 
25th  Street,  New  York,  NY  10001 .  NO 
PHONE  CALLS,  PLEASE. 


PUBLISHERS  and  AD  MANAGERS  for 
fast-growing  group  of  Pacific  Northwest 
community  newspapers.  We're  young 
enough  to  provide  excellent  growth 
opportunity  and  old  enough  to  have  pro- 
ven  our  stability.  As  we  grow, 
aggressive,  hard-working  applicants 
move  up  quickly.  We're  constantly  on 
the  lookout  for  candidates  with  a  solid 
sales  background,  management  expe¬ 
rience  and  an  understanding  of  all 
aspects  of  newspaper  publishing. 


Resume  to:  Sound  Publishing,  Inc., 
7689  NE  Day  Road,  Bainbridge  Island, 
WA98110. 


EDITOR  <S?  PUBLISHER'S  1996  MARKET  GUIDE  is 
available  through  our  Circulation  Department  at  (212)  675-4380. 


_ CONSULTANTS _ 

Advertising,  Circulation  &  Financial 
Systems  our  Specialty.  We  provide 
experts  to  develop  enhancements  or 
new  applications.  GreenRose  Systems 
(813)969-3388 

DISTRIBUTION  SERVICES 

DISTRIBUTION  OF  PUBLICATIONS 
TO  NEWSSTANDS  ACROSS  THE  USA 

Dave  Chilton 
(800)  487-6397 

AUSTIN  NEWS  SERVICES 
(National) 

LAPTOP  SERVICES 

TANDY  LAPTOP  COMPUTERS 
Models  100/102/200  (only). 
Reconditioned  systems  &  accessories. 
Free  catalog.  Fax:  510-937-5039, 
Internet:  richard.hanson@pcld.com 


ADVERTISING 

ADVERTISING  DIREQOR 


Wanted:  Smart,  driven  media  pro¬ 
fessional  looking  to  make  his/her  mark. 
We're  a  highly  acclaimed  paid- 
circulation  business  daily  with  reader 
demographics  to  die  for.  We  have 
tremendous  ad  potential,  and  we're 
ready  to  offer  the  right  candidate  an 
exciting  opportunity  and  attractive 
package.  Media  sales  experience, 
marketing  savvy  a  must.  So  is  hands-on 
ability  to  lead  talented  team  by  exam¬ 
ple.  IJnbeatable  benefits.  Time  Warner 
affiliate.  Reply:  Box  322,  190  Pryor  St., 
S.W.,  Atlanta,  GA  30303,  Fax:  (404) 
523-5924.  No  calls,  please. 

ADVERTISING  DIREQOR 

Our  large  East  Coast  alternative 
newsweekly  is  seeking  a  motivated, 
sales-oriented  advertising  director  to 
join  our  staff.  If  you  understand  the 
advertising  sales  process,  can  create 
and  execute  a  strategic  sales  manage¬ 
ment  plan,  are  able  to  train  and 
motivate  a  team  of  10  outside  sales 
representatives  and  want  to  make  good 
money,  this  maybe  the  opportunity 
you've  been  seeking.  Our  publication 
dominates  the  market  in  editorial  qual¬ 
ity  and  circulation  and  is  well- 
positioned  for  significant  growth.  We 
offer  an  excellent  package  of  salary, 
incentives  and  benefits  as  well  as  room 
lor  career  growth.  Send  resume  to  Box 
07618,  Editor  &  Publisher. 

GENERAL  SALES  MANAGER  oversee¬ 
ing  80,CXX)  circulated  weekly  shopper. 
Excellent  salary  and  benefits  package. 
Contact  Mr.  Lesnar,  (800)  843-6805,  M- 
F  8-5,  CST. 


PRESSROOM  SERVICES 

DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELEQRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and  mod¬ 
ernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hoor  Line  P.O.  tex  1952 
Albuquerque,  NM  87103 

GOT  A  PRESS  DRIVE  PROBLEM?  J&K 
can  provide  permanent  solutions  to 
chronic  drive  and  control  problems. 
Fast,  economical  service.  J&K  Power 
Supply  (313)  953-0780. _ 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
Aa  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAQION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 

/  never  admired  another's  fortune  so 
much  that  I  became  dissatisfied  with  my 
own. 


ADVERTISING 


place. 

{Ill)  6754380 
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HELP  WANTED 


_ ADVERTISING _ 

DISPLAY  ADVERTISING  MANAGER 
Arizona's  oldest  and  largest  weekly 
business  newspaper  is  seeking  an 
innovative  team  leader  to  capture  the 
booming  Phoenix  business  market.  Live 
in  one  of  the  most  desirable  areas  in 
the  country  and  work  for  Phoenix 
Newspapers,  Inc.,  publishers  of  the  Ari¬ 
zona  Republic,  Phoenix  Gazette  and 
Arizona  Business  Gazette.  Ideal  candi¬ 
date  will  possess  excellent  communica¬ 
tion  and  people  skills,  a  proven  track 
record  of  sales  success  and  the  ability 
to  thrive  in  a  fast  paced,  fun  environ¬ 
ment.  Competitive  compensation 
package  includes  salary,  bonuses  and 
full  benefits.  Please  send  resume  and 
salary  history  in  confidence  to:  Arizona 
Business  Gazette,  General  Manager, 
P.O.  Box  1 950,  Phoenix,  AZ  85001 . 

NATIONAL  ADVERTISING  MANAGER 

Mid-Atlantic  major  metropolitan  news¬ 
paper  has  an  opportunity  for  an 
aggressive,  creative,  and  results- 
oriented  individual  to  manage  the 
National  Advertising  Department. 

We  are  looking  for  an  individual  who 
can  train,  lead,  develop  and  motivate 
our  sales  staff  and  design  and  imple¬ 
ment  creative  sales  strategies  and  pro¬ 
motions. 

Qualified  candidates  must  possess  the 
following: 

•5-8  years  experience  in  National 
Advertising  Sales  with  a  proven  track 
record 

•3+  years  sales  management  experience 
•Bachelors  degree 

•Strong  working  knowledge  of  National 
Advertising  Sales 

•Demonstrated  ability  to  successfully  han¬ 
dle  multiple  projects 

We  offer  competitive  salary-i-bonus  and 
excellent  benefits  package.  Send 
resume  and  letter  of  application  with 
salary  requirements  (must  be  included 
for  consideration),  and  references  to 
Box  07622,  Editor  &  Publisher. 

NEEDED,  Advertising  Sales  Manager. 
You're  a  hands  on,  nuts  and  bolts 
newspaper  advertising  sales  motivator. 
Probably  have  proven  your  gift  in  a 
shopper  or  free  newspaper  environ¬ 
ment.  You  thrive  on  competition  and 
have  succeeded  because  you  see 
opportunities  where  others  fail.  You're 
looking  for  a  challenge,  opportunity 
and  to  join  a  large  staple  newspaper 
group  that  rewards  productivity,  not 
mediocrity.  Please  send  resume,  cover 
letter  and  salary  history  to  Box  07623, 
Editor  &  Publisher. 

RETAIL  ADVERTISING 
MANAGER 

Progressive  Midwestern  medium-sized 
paper  seeks  experienced  Retail 
Advertising  Manager  with  knowledge  of 
account  development.  Attractive 
compensation  including  incentive  plan 
based  on  results  achieved.  Send  resume 
with  salary  history  in  confidence  to  Box 
07627,  Editor  &  Publisher 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 
Suburban  newspaper  group,  privately 
owned,  seeks  a  sales  leader  to  manoge 
our  retail  and  classified  outside  sales 
staff.  Candidate  must  have  a  strong 
record  in  newspaper  sales  as  well  as 
prior  successful  management  experi¬ 
ence.  You  must  be  hands-on,  talent  to 
develop  market  strategies,  creative 
problem-solver  with  knowledge  of  soles 
training,  co-op,  market  research,  and 
promotion.  Send  resume,  salary  history 
and  cover  letter  to  Phil  Doubel, 
Messenger  Newspapers,  3378  Sullivant 
Avenue,  Columbus,  OH  43204. 

RETAIL  SALES  MANAGER 
Free  distribution  community  newspa¬ 
pers  with  300,000-f  circulation  in  Zone 
2  seeking  hands-on  sales  manager  with 
experience  in  competitive  markets.  Must 
have  excellent  sales  management  back¬ 
ground  and  ability  to  manage  30+ 
sales  representatives.  Salary  com¬ 
mensurate  with  ability.  Earnings  poten¬ 
tial  in  the  70's  with  a  complete  benefits 
package  provided.  Position  offered  by 
excellent  growth  company.  Send 
resume  to  Box  07614,  Editor  &  Pub¬ 
lisher. 

SENIOR  ACCOUNT  EXECUTIVE 

Midwestern  group  seeks  aggressive 
sales  executive  in  competitive 
metropolitan/suburban  market.  Must 
have  the  polish  necessary  to  cultivate 
major  accounts  and  the  drive  to  suc¬ 
ceed  with  little  supervision.  Solid, 
respected  company;  full  benefits;  salary 
plus  commission.  Some  national  travel. 
Successful  candidate  will  earn 
$50,000+.  Send  resume  to  Box  0761 1, 
Editor  &  Publisher. 


THE  ANCHORAGE  DAILY  NEWS  is 
seeking  on  Advertising  Manager  with  a 
minimum  of  five  years  management 
experience  in  sales  or  related  areas. 
Prior  newspaper  experience  a  plus. 
Qualified  applicants  must  demonstrate 
excellent  customer  service,  organiza¬ 
tional  and  time  management  skills  as 
well  as  the  ability  to  lead  and  motivate 
our  classified  and  retail  advertising 
sales  teams.  Please  send  resume  and 
cover  letter  to  Anchorage  Daily  News, 
Attn:  Human  Resources,  P.O.  Box 
1 49001 ,  Anchorage,  AK  9951 4-9001 . 

ACADEMIC 

UNIVERSITY  OF  ILLINOIS  Department 
of  Journalism  has  a  term  appointment 
for  a  reporter/editor  with  strong  creden¬ 
tials  in  public  affairs  newspaper  jour¬ 
nalism.  Appointment  runs  January  8  - 
May  21,  1996.  Salary  $12,000  for 
teaching  an  advanced  reporting  course. 
Please  FAX  resume  to  (217)  333-7931. 
For  more  information,  contact  Steven 
Helle,  810  S.  Wright  St.  #119,  Urbana, 
IL  61 801;  (21 7)  333-0709. 


We  judge  ourselves  by  whaf  we  feel 
capable  of  doing,  while  others  judge  us 
by  what  we  have  already  done. 

Longfellow 


_ ACADEAAIC _ 

James  M.  Cox  Jr.  Chair  in  Journalism 
EMORY  COLLEGE 

Emory  College  announces  a  search  for 
an  experienced  journalist  of  national 
stature  for  the  James  M.  Cox  Jr.  Pro¬ 
fessor  of  Journalism.  The  appointment  is 
for  a  three-year  term,  beginning  in  the 
Fall  1 996  Semester. 

The  journalism  program  is  a  component 
of  the  Institute  of  Liberal 
interdisciplinary  research  and  teaching 
institute  with  a  focus  on  Public 
Scholarship.  The  Cox  Professor's  role 
will  be  to  organize  and  direct  a  new 
undergraduate  program  in  journalism. 
The  journalism  minor  consisting  of  five 
required  courses  and  an  internship 
program,  will  admit  yearly  up  to  fifteen 
students,  selected  competitively  and 
supervised  by  the  Cox  Professor,  and 
aided  by  the  Assistant  Director  of  the 
Institute  of  the  Liberal  Arts  (ILA),  and  a 
faculty  advisory  committee  drawn  from 
cooperating  departments. 

The  Cox  Professor  will  teach  two 
courses  on  writing  and  editing  each 
year,  work  with  the  ILA's  Assistant 
Director  in  establishing  and  overseeing 
the  internship  program,  and  consult 
regularly  with  a  faculty  advisory  commit¬ 
tee  for  the  program.  It  is  our  hope  that 
the  designee  can  participate  in  pro¬ 
gram  pbnning  and  selection  of  students 
during  the  Spring  1996  Semester. 

Emory  College  is  an  Equal  Opportuni¬ 
ty/ Affirmative  Action  Employer. 

Please  send  a  letter  of  inquiry  and  cur¬ 
rent  resume  to: 

Jill  Burkhalter 
Assistant  Director 

Graduate  Institute  of  the  Liberal  Arts 
Emory  University 

1 804  BuHington  Road  Bldg.,  Room  303 
Atlanta,  GA  30322 

Deadline:  Review  of  applications  to 
begin  February  1 ,  1 996. 


ATTENTION 
CLASSIFIED 
ADVERTISERS 
DEADLINES  FOR 
DECEMBER  30 
ISSUE 
LINE^ADS 
12/21 

DISPLAY^ADS 

RESERVATIONS 

12/18 

MATERIAL  12/20 
?’S,  CALL 
(212)  675-4380 


_ ACADEMIC 

UNIVERSITY  OF  KENTUCKY 
The  School  of  Journalism  and  Telecom¬ 
munications  invites  opplicotions  for  two 
tenure-track  assistant  professor  posi¬ 
tions  to  start  Fall  1996.  The  School  has 
set  a  high  priority  on  building  on  atmo¬ 
sphere  in  which  minorities,  women,  and 
persons  with  disabilities  can  contribute 
to  the  professional  and  intellectual 
potential  of  our  students.  The  University 
of  Kentucky  is  strongly  committed  to  the 
principles  of  AA/EOE. 

Qualifications:  Excellent  teaching  back¬ 
ground;  solid  professional  experience; 
Ph.D.  preferred.  Must  hove  expertise  in 
at  least  one  of  the  following  areas:  pub¬ 
lic  relations;  news  reporting;  photo¬ 
journalism;  computerized  layout, 
design,  and  graphics;  broadcast  jour¬ 
nalism. 

Responsibilities  include:  teaching  writing 
and  reporting  courses  in  the 
undergraduate  program;  odvis- 
ing  undergraduate  students;  engaging 
in  appropriate  university  and  pro¬ 
fessional  service;  carrying  out  an  active 
research  program  leading  to  referred 
or  professional  publications. 

Send  letter  of  application,  curriculum 
vitae,  and  three  letters  of  reference  to: 
Thomas  R.  Lindlof,  Search  Committee 
Chair,  107  Grehan  Building,  School  of 
Journalism  and  Telecommunications, 
University  of  Kentucky,  Lexington,  KY 
4O5O6-O042.  Screening  of  applicants 
will  begin  on  January  1 0,  1 996  and  con¬ 
tinue  until  the  positions  are  filled. 

ART/GRAPHICS 

GRAPHIC  DESIGN  MANAGER 

Habitat  for  Humanity  International,  an 
ecumenical,  Christian,  housing  ministry 
located  in  Americas,  Georgia,  is  seek¬ 
ing  a  graphics  professional  to  direct 
small  group  of  talented  designers  in 
print  and  electronic  design  and  prod¬ 
uction.  Graphic  Manager  must  be  capa¬ 
ble  of  handling  multiple  projects  while 
working  with  budget  restraints  and 
deadlines.  Bachelor's  degree  preferred; 
minimum  of  five  years  related  experi¬ 
ence  with  MAC  based  desktop  design, 
including  QuarkXPress,  scanning, 
calibration  and  image-setter  output, 
magazine  and  periodical  production 
ana  customer  service  and  client  repre¬ 
sentation.  Competitive  wages  and  be¬ 
fits.  Please  send  resumes  to  HFHI,  322 
W.  Lamar  St.,  Americus,  GA  31709. 
PLEASE  DO  NOT  SEND  PORTFOLIO 
UNTIL  REQUESTED. 

Equal  Opportunity  Employer 

NEWS  ARTIST:  The  Richmond  Times- 
Dispatch  (daily:  216,000;  Sunday: 
260,000)  seeks  energetic,  innovative, 
artist.  Requirements:  resume,  strong 
portfolio  that  shows  imagination  and 
originality,  ability  to  produce 
sophisticated,  attractive  informational 
graphics.  Macintosh  literate.  Must  hove 
four  years  newsroom  experierKe.  Poten¬ 
tial  in  lieu  of  newspaper  experience  con¬ 
sidered.  Send  resume  and  samples  to 
Tom  Bond,  graphics  editor,  Richmond 
Times-Dispatch,  P.O  Box  85333, 
Richmond,  VA  23293-0001,  (804) 
649-6015. 
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_ CIRCULATION _ 

CIRCULATION  DIREaOR 

Zone  2  daily,  50,000  circulaHon,  is 
looking  for  a  growth-oriented  circula¬ 
tion  pro.  Extremely  competitive 
marketploce  with  major  metros  squeez¬ 
ing  us  from  all  directions.  Our  newspa¬ 
per  is  a  strong  local  news  product  and 
we  pride  ourselves  on  being  innovative 
and  aggressive  in  attacking  the  market. 
If  you're  currently  the  #1  ot  o  smaller 
paper  or  #2  at  a  similar  or  larger  sized 
paper,  and  would  like  the  opportunity 
to  further  your  career,  this  is  the  place 
to  do  it.  Salary  and  bonus  potential 
$75  -  $100  K.  Full  department  head 
status  reporting  directly  to  the  pub¬ 
lisher.  Excellent  people  skills  and  a  com¬ 
mitment  to  excellence  a  must.  Send 
resume  and  cover  letter  demonstrating 
your  enthusiasm  to  Box  07621,  Editor 
&  Publisher. 


CIRCULATION  MANAGER 
Great  opportunity  for  career  minded 
individual.  Rapidly  expanding  and 
highly  successful  group  of  weeklies  is 
seeking  an  experienced  circulator  to 
join  our  dyn  amic  team.  Must  be 
knowledgeable  in  both  hand  and  mail 
delivery  systems.  Salary  $26K  with  an 
excellent  benefits  package.  Box  07504, 
Editor  &  Publisher. 

HOME  DELIVERY  ZONE  MANAGER  - 
Responsible  for  managing  home 
delivery  circulation  activities  including 
alternate  distribution  within  a  specific 
geographical  area.  Position  requires  5 
years  circulation  experience.  Must  be 
sales,  customer  service  and  goal 
oriented.  Must  have  good  written/oral 
communication  and  interpersonal  skills 
to  apply  provisions  of  controcts;  strong 
analytical  ability  to  assess  market  condi¬ 
tions  and  maximize  circulation  growth; 
strong  PC  skills.  Must  possess  a  valid 
driver's  license  and  have  accessible 
transportation;  ability  to  work  varied 
hours  including  2nd  and/or  3rd  shift; 
ability  to  move  paper  bundles  around  a 
distribution  center  with  a  handcraft, 
pallet  jock,  etc.  Should  have  an  associ¬ 
ate's  degree  in  business,  marketing  or 
related  field  or  equivalent  related  expe¬ 
rience.  Candidates  must  be  willing  to 
relocate  at  own  expense. 

In  exchange  for  your  expertise,  we  offer 
a  competitive  salary  and  comprehen¬ 
sive  benefits.  Interested  candidates 
should  submit  a  resume  with  salary 
requirements  to: 

The  Orlando  Sentinel 
Employment  Sentinel  -  CH 
633  North  Orange  Avenue 
Orlando,  FL  32801 
EOE/M-F 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


_ CIRCULATION _ 

HOME  DELIVERY  MANAGER 
Cox  Arizona  Publications,  Inc.,  pub¬ 
lishers  of  the  Tribune  Newspapers,  is 
looking  for  a  Home  Delivery  Manager. 
The  right  candidate  will  manage  home 
delivery  by  increasing  home  delivery 
volume  vrhile  providing  o  well  executed 
plan  for  customer  satisfaction  in 
delivery  service,  increased  customer  con¬ 
tact  regarding  renewals  and  save  slops. 
Must  hove  5  years  home  delivery  expe¬ 
rience  with  at  least  2  years  Home 
Delivery  Manager  experience.  Com¬ 
petitive  salary,  benefits  and  paid  vaca¬ 
tion.  If  interested,  please  send  resume 
and  salary  requirements  to  Cox  Ari¬ 
zona  Publications,  Inc.,  Attn:  HR,  P.O. 
Box  1 547,  Mesa,  AZ  8521 1 . 

EEC  M/F/V/D. 


REGIONAL  SALES  MANAGER 

An  exciting  opportunity  is  available  to 
work  for  Washington  DCs  fastest  grow¬ 
ing  newspaper.  The  ideal  candidate 
will  have  a  minimum  of  5  years  man¬ 
agement/circulation  experience,  along 
with  the  drive,  determination  and  the 
skills  necessary  to  successfully  build  and 
lead  a  team  of  winners.  A  business 
related  degree  is  preferred. 
Responsibilities  include  directing  plan¬ 
ning,  organization  and  controls  for 
circulation  sales,  service  and  collections 
and  effectively  managing,  directing  and 
training  Assistant  Territory  Sales  Man- 
ogers  and  Independent  agents.  We 
offer  an  excellent  benefit  and  incentive 
plan  along  with  the  prestige  of  working 
for  a  major  metropolitan  newspaper  on 
the  go.  Interested  candidates  should  fax 
resume  along  with  salary  requirements 
to:  (202)  526-6820  or  mail  to: 

The  Washington  Times 
Human  Resources  Department 
3400  New  York  Avenue,  NE 
Washington,  DC  20002.  EOE 

CONTROLLER 

GROWING  CONTROLLED  Circulation 
magazine  Sub  S  corporation  seeks 
experienced  professional:  financial 
reports,  cost  analysis  &  performance  of 
business  operations,  tax  planning. 
Experience  with  Saloman  &  Excel 
required.  CPA  preferred.  Send/fax 
cover  letter,  resume,  salary  history/ 
requirements  (no  calls)  to  HR,  360  S. 
Hope,  #300C,  Santa  Barbara,  CA 
93105,  fax  (805)  563-1239. 

_ EDITORIAL _ 

BUSINESS  REPORTER 
We  need  a  business  reporter  who  can 
cover  finance,  technology  and  other 
beats  for  growing  42,000  AM  in  com¬ 
petitive  market  between  Baltimore  and 
Harrisburg.  We've  been  judged  the 
best  paper  our  size  in  Pennsylvania  for 
three  years  in  a  row.  We  want 
someone  who  can  report  finance  mat¬ 
ters  in  a  readable  manner,  report  the 
human  side  of  the  workplace,  and  jug¬ 
gle  daily  stories  and  projects.  Send 
resume,  clips  to:  Business  Editor,  York 
Daily  Record,  P.O.  Box  12015,  York, 
PA  17402.  EOE 


Your  head  is  there  to  move  you  around. 

Michael  Stipe 


_ EDITORIAL _ 

ASSISTANT  EDITORS 

New  Times  is  looking  for  writer-editors 
to  fill  immediate  openings  at  our 
award-winning  weekly  newspapers  in 
Phoenix,  Miami  and  Houston. 

The  assistant  editor  position  requires 
fine  writing  skills  and  the  ability  to  edit 
reviews,  news  and  feature  material. 
(Phoenix  applicants  need  a  solid  back¬ 
ground  in  the  arts;  Houston  applicants 
should  be  news-oriented.)  We  want 
editors  who  can  craft  a  compelling  nar¬ 
rative,  work  well  with  writers  and  help 
us  maintain  the  high  quality  of  our  pub¬ 
lications. 

Qualified  applicants  will  have  at  least 
two  years  of  post-college  editing  expe¬ 
rience;  those  with  liberal  arts  back¬ 
grounds  are  encouraged  to  apply.  The 
interview  process  will  include  an 
extensive  editing  test. 

Send  a  cover  letter,  a  resume  and  your 
best  clips  to: 

Christine  Fleming 
Executive  Manoging  Editor 

New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 

No  phone  calls,  please. 

ASSISTANT  PHOTO  EDITOR  -  We  are 
a  locally  awned,  daily  morning  news¬ 
paper  reaching  16  counties  and  more 
than  250  communities  in  Eastern  Iowa 
seeking  motivated  editor.  Successful 
condidate  will  become  an  integral  part 
of  the  department  on  our  72,000  daily 
(85,000  Sunday)  award-winning  ten- 
person  staff.  Prepare  photos  for  final  out¬ 
put  to  prepress  system  utilizing  digital 
darkraom.  Coordinate  coverage  for 
news,  feature  and  sports  events,  plus 
coordinate  and  pravide  technical  and 
production  expertise  with  other  depart¬ 
ments.  Lay  out  pictures  and  approve 
layouts  of  pages.  High  degree  of  profi¬ 
ciency  in  Photoshop  and  QuarkXPress 
required.  Competitive  salary  and  bene¬ 
fits.  Send  resume,  letter  of  interest,  slide 
portfolio  and  salary  requirements  to 
Trish  Thoms,  The  Gazette,  P.O.  Box 
511,  Cedar  Rapids,  lA  52406.  EOE 

BUSINESS  WRITER/COPY  EDITOR 
GENERAL  ASSIGNMENT  REPORTER 

We're  seeking  a  seasoned  full-time  busi¬ 
ness  writer  with  doily  newspaper  expe¬ 
rience.  Strong  reporting  and  writing 
skills  and  copy  editing  experience  a 
must.  Business  reporting  experience 
preferred.  Also,  we're  looking  for  an 
aggressive  dynamic  reporter  to  handle 
general  news  coverage.  Daily  newspa¬ 
per  experience  is  a  plus.  Excellent  gram¬ 
mar,  punctuation  and  spelling  skills 
required.  Great  benefits  in  a  growing, 
diversified  area  in  southwestern 
Michigan.  Daily  circulatian,  66,000; 
Sunday  circulation  82,000. 

Equal  Opportunity/ 
Affirmative  Action  Employer. 

Send  resume  and  clips  to 
Rebecca  Pierce,  metro  editor, 
Kalamazoo  Gazette,  401  S.  Burdick 
St.,  Kalamazoo,  Ml  49007. 


_ EDITORIAL _ 

ASSOCIATE  EDITOR  & 

SENIOR  EDITOR 

Air  Age,  Inc.,  o  leading  Fairfield  County 
publi^er  of  technical,  special-interest 
magazines  and  baoks  is  looking  for 
creative,  resourceful  editors  for  a  new 
magazine  dedicated  to  the  aviation 
enthusiost. 

Only  candidates  with  3-t  years  experi¬ 
ence  in  publishing,  aviation  back¬ 
ground  and/or  knowledge,  good  peo¬ 
ple  skills,  &  an  enthusiastic,  energetic 
attitude  need  apply. 

Responsibilities  include  author  solicita¬ 
tion,  acquisition  of  photography  &  art, 
editorial  planning,  researching  &  edit¬ 
ing,  writing,  &  managing  work  flow 
within  deadlines. 

We  offer  an  entrepreneurial  environ¬ 
ment  with  room  to  grow  along  with  a 
great  benefits  package  and  a  salary  com¬ 
mensurate  with  your  experience.  Please 
forward  your  resume  with  salary 
requirements  to: 

Publisher 

AIR  AGE  PUBLISHING 

251  Danbury  Road  (Rt  7) 

Wilton,  a  06897-3035 

BUREAU  REPORTER  for  rural  village  in 
the  Catskills.  Must  be  able  to  cover 
local  government  as  well  as  write  lively 
feature  stories,  and  see  below  the  sur¬ 
face  of  events,  trends  and  issues.  Expe¬ 
rience  preferred.  Send  resumes  to  Cary 
Brunswick,  managing  editor.  The  Daily 
Star,  P.O  Box  250,  Oneonta,  NY 
13820. _ 

BUSINESS  REPORTER 
We  lost  our  last  two  business  writers  to 
Crain's  and  Forbes.  60,000-circulation 
daily  in  northern  New  Jersey  seeks 
experienced  business  reporter  to  help 
cover  region  teaming  with  Fortune  500 
companies,  service  industries  and  small 
businesses.  Candidates  should  have 
clips  that  demonstrate  an  ability  to 
report  with  depth  and  insight  on  local 
businesses  and  their  impact  on  the 
regional  economy.  Send  letter,  includ¬ 
ing  salary  requirements,  resume,  and 
clips  to  Ron  Stepneski,  business  editor. 
Daily  Record,  P.O.  Box  217,  Parsip- 
pony,NJ  07054-0217. _ 

BUSINESS  WRITER  with  knowledge  of 
Latin  America  wanted  for  international 
magazine.  Spanish  and/or  Portugese 
necessary.  Resume  and  clips  to  U.S./ 
Latin  Trade,  fax  (305)  358-91 66. 

BUSINESS-ORIENTED  REPORTER  to 
cover  international  business,  hard 
news.  Detail  oriented,  fast,  clear  writer. 
Write  with  resume  and  clips  to  Michael 
Lewis,  editor,  Miami  Today,  P.O.  Box 
1368,  Miami,  FL  33101. 

CHIEF  PHOTOGRAPHER  -  Teacher, 
cheerleader,  team  player  with  gaod 
organizational  skills  needed  by  daily  in 
Mid-Atlantic  region.  Box  07613,  Editor 
&  Publisher. 
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_ EDITORIAL _ 

CHINA  DAILY  is  looking  for  native 
English-speaking  Journalist  to  Fill 
COPY-EDITING  positions.  A  minimum 
of  3  years'  copy  editing/journalism 
experience  is  required. 

Contracts  are  for  one  year.  Foreign 
employees  are  paid  a  monthly  salary  of 
RMB  4,000  yuan,  paid  partly  in  foreign 
currency.  Cnino  Daily  offers  air  fare, 
housing,  medical  insurance  and  Four 
weeks'  paid  leave,  with  a  travel  subsidy 
of  2,200  yuan.  Only  those  who  are 
qualified  and  genuinely  interested  need 
apply. 

Applicants  are  invited  to  send  a 
resume,  two  references  and  samples  of 
work  to: 

Mr.  Wang  Yanping 
Chief  of  Foreign  Liaison 
Office,  China  Daily 
1 5  Hwixin  Dongjie 
Chooyang  District 
Beijing  100029,  China 
Tel:  01 1(8610)  492-4488  ext.  3117 
(8610)  491-8542 
Fox:  (8610)  491-8377 
CINCINNATI  BUSINESS  COURIER,  a 
weekly  business  newspaper  owned  by 
American  City  Business  Journals  Inc., 
seeks  a  managing  editor/reporter.  Busi¬ 
ness  reporting  experience  preferred. 
Must  be  willing  to  work  in  a  highly  com¬ 
petitive  environment.  Send  resume  and 
clips  to  Steve  Byers,  editor,  Cincinnati 
Business  Courier,  35  E.  Seventh  Street, 
Suite  700,  Cincinnati,  OH  45202. 
CONTENT  MANAGER 

Wanted  for  on-line  legislative  informa¬ 
tion  service.  Zone  9.  Will  supervise  staff 
of  20-f  ful‘-  and  part-timers,  gathering 
official  state  documents  such  as  bill  text, 
plus  press  releases  and  other  news 
items  for  constant  on-line  updates.  Must 
have  ability  to  develop  new  products, 
train  staff  and  help  set  business 
strategy.  Minimum  3  years  manage¬ 
ment  experience,  with  preference  to 
editors  who  have  covered  state  gov¬ 
ernment.  P&L  background  helpful. 
Knowledge  of  computers,  including  FTP, 
web,  client-server  mandatory.  Send 
resume  to  Box  07620,  Editor  &  Pub¬ 
lisher. 

COPY  DESK/LAYOUT  EDITOR:  Seeking 
individual  with  strong  page  design  & 
copy  skills.  Write  headlines,  edit  copy, 
layout  pages.  Afternoon  to  midnight 
schedule.  Salary  commensurate  with 
experience.  We  offer  health  &  dental 
coverage,  ESOP  &  401  (k),  vacation  & 
paid  training.  Candidate  should  have 
degree  in  journalism  or  related  area 
with  five  years  of  experience  as  a  copy 
editor  on  a  daily  newspaper.  Must  also 
be  computer  literate.  The  Gazette  is  a 
daily  newspaper  in  Eastern  Iowa  with  a 
doily  circulation  of  70,000  serving  250 
communities. 

Send  resume  with  salary 
requirements  and  work  samples  to  P.A. 
Thoms,  The  Gazette,  P.O.  Box  51 1, 
Cedar  Rapids,  lA  52406.  EOE 


CITY  EDITOR  —  Growing  Southwest  PM 
needs  ciN  editor  to  direct  coverage  in 
market  of  1  million.  If  you  have  a  strong 
news  management  background,  solid 
people  skills  and  a  proven  track  record  in 
enterprise  and  investigations  we'd  like  to 
talk  to  you.  Supervisory  experience  on  a 
daily  assignment  desk  required.  For  a 
competitive  salary  package,  excellent 
benefits  and  a  great  warm-weather 
lifestyle,  reply  to  Box  07628,  Editor  & 

Publisher. _ 

COPY  EDITOR  -  The  Odessa  American, 
a  28,000  AM  daily  (34,000  Sundoyl, 
is  looking  (or  an  ambitious  person  with 
strong  editing,  headline  writing  and 
page-design  skills.  Pagination  experi¬ 
ence  a  plus.  Send  resume  and  samples 
to  Alicia  Hoffman,  copy  desk 
supervisor,  P.O.  Box  2952,  Odessa,  TX 
79760. _ 

COPY  EDITOR  -  AAeticulous,  intelligent, 
educated  individual  needed  to  join 
highest-technology  desk.  Learn  pagina¬ 
tion,  HTML.  Help  manage  bright,  busy 
staff.  Ideal  for  weekly  editor  or  reporter 
looking  to  move  onto  desk.  Write:  Jim 
Kevlin,  editor.  The  Republican,  Box 

209,  Pottsville,  PA  17901. _ 

COPY  EDITOR  AND  REPORTER 
We're  looking  for  a  talented  copy 
editor/reporter  for  our  Lifestyle  Desk 
and  City  Desk  Reporter.  The  Lifestyle 
position  calls  mainly  for  design  and 
pagination  of  section  fronts  and  feature 
pages  and  occasionally  writing  a 
Feature  story.  Preferred  candidates  will 
hove  a  flair  for  designing  pages  and  a 
solid  knowledge  of  punctuation  and 
rammar.  Reporter  candidates  should 
ave  experience  on  a  daily  newspaper; 
new  graduates  with  intern  experience 
will  be  considered.  Please  send  letter  of 
interest,  a  resume  and  samples  to  Exec¬ 
utive  Editor  Linda  White,  Altoona  Mir- 
rar,  P.O.  Box  2008,  Altoona,  PA 

16603-2008.  No  phone  colls. _ 

COPY  EDITOR  for  32,000  circulation 
daily.  Ideal  candidate  will  have  two 
years  experience  on  a  daily  copy  desk, 
pagination  experience,  an  eagle  eye, 
creativity  for  layout  and  headlines  and 
thorough  knowledge  of  grammar  and 
style.  We  offer  great  ben^ts  and  work¬ 
ing  conditions  and  a  beautiful  com¬ 
munity.  Send  cover  letter,  resume  and 
pages  you  have  edited  to  Sheila  Tuttle, 
The  Press- Journal,  P.O.  Box  1 268,  Vero 

Beach,  FL  32961. _ 

COPY  EDITOR  for  business  desk  of 
Texas'  largest  daily.  Expert  knowledge 
of  business  is  not  required;  we  can 
teach  you  that.  Expert  knowledge  of 
copy  editing  and  headline  writing  is 
required;  we  don't  have  time  to  teach 
you  that.  And  innumerates  need  not 
apply.  If  you  suffer  from  math  anxiety, 
this  would  not  be  a  fun  career  move  tor 
you.  Still  reading?  Maybe  you  have 
what  it  takes  to  be  part  of  our  con¬ 
genial  crew.  We  work  hard  but  hove  a 
good  time  doing  it.  Among  our  bene¬ 
fits:  management  that  listens,  good  pay, 
a  great  view  of  downtown,  proximity  to 
some  very  good  watering  holes  and 
copy  messengers  who  excel  at  food 
runs. 

Interested?  Send  a  cover  letter,  your 
resume  and  list  of  references  to  Larry  Lov¬ 
elace,  Houston  Chronicle  Business 
News,  P.O.  Box  4260,  Houston,  Texas 
77210.  By  December  18,  please. 


_ EDITORIAL _ 

COPY  EDITOR 

30,000  circulation  daily  seeks  copy 
editor  to  edit  local  and  wire  news  copy, 
select  some  wire  stories  and  lay  out 
pages.  QuarkXPress  experience  helpful. 
Send  resume  and  samples  of  work  to: 

Mark  Mann,  Managing  Editor 
Butler  Eagle 
P.O.  Box  271 
Butler,  PA  16003 


COPY  EDITOR:  Locally  owned  PM  daily 
in  Northern  Alabama  seeks  a  conscien¬ 
tious  desk  person  with  keen  copyread¬ 
ing,  headlining  and  page-design  skills. 
Pagination  experience  preferred.  Mail 
or  fax  resume  and  samples  to  News 
Editor,  THE  DECATUR  DAILY,  P.O.  Box 
2213,  Decatur,  AL  35609-2213.  FAX: 
(205)  340-2366. 

COPY  EDITOR 

The  Lincoln  Journal-Star  is  seeking  a 
skilled,  enthusiastic  editor/page 
designer  to  join  our  news  desk  team. 
We  are  a  brand-new  80,000- 
circulation  (86,000  Sunday)  morning 
daily  created  by  the  merger  of  morning 
and  afternoon  newspapers  in 
Nebraska's  capital.  We  are  in  transi¬ 
tion  to  full  pagination  on  a  news  desk 
that  includes  editors,  page  designers 
and  artists. 

The  right  person  for  this  job  will  be  a 
cheerful  perfectionist  with  a  can-do  atti¬ 
tude.  Excellent  editing,  headline  writing 
and  page  design  skills  required.  Expe¬ 
rience  on  a  daily  newspaper  is  a  must; 
experience  with  electronic  pagination 
strongly  desired.  Journalism  degree 
preferred.  This  is  a  Full-time  position 
that  includes  nights  and  weekends. 

Please  send  resume  and  tearsheets  by 
Dec.  22,  1 995  to  Human  Resources,  Lin¬ 
coln  Journal-Star,  P.O.  Box  81689,  Lin¬ 
coln,  NE  68501. 

Equal  Opportunity  Employer 

COX  ARIZONA  PUBUCATIONS  is  look¬ 
ing  for  0  business  editor  to  lead  its  cov¬ 
erage  in  the  highly  competitive  and 
growing  Phoenix/Mesa  metro  market. 
To  be  considered,  candidates  must 
hove  a  portfolio  that  demonstrates  busi¬ 
ness  reporting  excellence  and  lead¬ 
ership  capabilities.  We  publish  news¬ 
papers  in  five  Valley  of  the  Sun  cities 
with  a  total  circulation  of  over  90,000. 
Please  send  resume  and  clips  to  Jim 
Ripley,  managing  editor.  Tribune 
Newspapers,  120  W.  1st  Avenue, 
Mesa,  AZ  85213. 

DAILY  INDUSTRY  NEWSLEHER  seeks 
reporter  to  cover  commodity  prices, 
breaking  news  in  Houston.  Want  three 
years  daily  experience  and  personality 
to  converse  with  high-strung  traders.  If 
you  have  a  head  for  business,  we'll 
train  you.  Good  salary,  standard  bene¬ 
fits.  Send  resume  ASAP.  Fax:  (505) 
820-6937;  e-moil:  givensd€ool.com. 

ENTRY  TO  SENIOR  JOBS  in  Journal¬ 
ism,  Writing,  Public  Relations  and 
Advertising  open  throughout  the  U.S. 
(all  non-sales  positions).  Full-time,  tem¬ 
porary,  internships  and  freelance.  For 
free  newsletter  call  (310)  792-1313. 


_ EDITORIAL _ 

DESIGN  EDITOR  -  If  you  krxjw  how  to 
make  page  1  snap  and  feature  pages 
sparkle,  have  mastered  QuarkXPress, 
love  great  typography,  and  are  the  best 
headline  writer  you  know,  we  want 
you.  We're  a  family-owned,  mid-sized, 
daily  in  a  historic  city  in  the  Heart  of 
America.  Send  samples  of  your  work 
and  salary  requirements  to  Bob  Unger, 
executive  editor,  St.  Joseph  News- Press, 
P.O.  Box  29,  St.  Joseph,  MO  64502. 
Equal  Opportunity  Employer. 

DESIGN  TEAM  LEADER 

The  Billings  Gazette,  Montana's  best 
daily  newspaper,  is  entering  a  new  era 
of  communications  in  newspaper  and 
design  production.  This  effort  involves  a 
newsroom/production  department 
approach  to  be  coordinated  by  a 
design  team  leader.  The  goal  is  to  pro¬ 
duce  the  most  attractive,  eye-catching 
and  informative  newspaper  and 
electronic  information  system  for  our  sub¬ 
scribers. 

The  Gazette  is  seeking  a  creative  indi¬ 
vidual  to  help  lead  the  paper  into  the 
21st  century.  Responsibilities  will 
include  pagination,  editing,  and  direct¬ 
ing  copy  flow.  The  Team  Leader  shall 
hove  a  solid  bockgrourKl  in  news  edit¬ 
ing,  copy  editing,  layout  and  design. 
The  ability  to  make  solid  news  decisions 
on  deadline  and  provide  leadership  for 
page  designers  and  work  in  a  team  set¬ 
ting  is  a  must.  Experience  in  software 
such  as  QuarkXPress  and  Harris 
helpful. 

If  interested,  by  December  22  please 
mail  cover  letter,  resume,  professional 
references,  and  salary  history  along 
with  examples  of  your  work  to: 

Hurrran  Resources 
Billings  Gazette 
P.O.  Box  36300 
Billings,  MT  59107-6300 
EOE 

DETROIT  FREE  PRESS 

DESIGN  EDITORS:  The  Free  Press  has  a 
longstanding  tradition  of  design 
excellence.  We  need  two  designers  to 
continue  the  tradition  and  raise  the  stan¬ 
dard  even  higher.  Openings  are  (or 
news  and  features  designers. 

NEWS  DESIGNER  should  be  able  to 
work  like  a  rocket,  have  strong  news 
judgment,  design  deadline  pages  with 
punch  and  photo  spreads  with 
sensitivity. 

FEATURES  DESIGNER  is  as  much  an  art 
director  as  designer.  Lots  of  responsibil¬ 
ity  (or  making  the  pages  come  together. 
Person  hired  will:  have  a  bold  design 
style  and  work  well  with  other 
journalists.  These  openings  are  perma¬ 
nent  positions. 

Joe  Grimm 

Recruiting  and  Development  Editor 
Detroit  Free  Press 
321  W.  Lafayette  Blvd. 

Detroit,  Ml  48226 

Tel:  (800)  678-6400,  ext.  6490 
Fax:  (313)  222-5981 
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FDA 

•  DIRECTOR  • 

Division  of  Communications  Management 

The  Center  for  Drug  Evaluation  and  Research's  Office  of  Train¬ 
ing  and  Communication  is  seeking  candidates  to  fill  a  vital 
management  position  as  Director,  Division  of  Communica¬ 
tions  Management.  The  Division  is  responsible  for  enhancing 
relationships,  increasing  internal  and  external  communication 
flow,  and  enhancing  education  about  human  drugs  to  all  consti¬ 
tuents  (e.g.,  consumers,  industry,  healthcare  professionals, 
agency  personnel,  etc.).  The  Director  directs  a  staff  composed 
of  professional,  highly  technical  and  complex  positions  and 
serves  as  principal  advisor  to  the  Office  Director  on  communi¬ 
cations  management  and  outreach  efforts  in  the  Center. 
Responsibilities  include,  but  are  not  limited  to: 

•Developing,  devising  and  implementing  plans  and  programs 
designed  to  enhance  internal  communications  as  well  as  re¬ 
lationships  with  above  stated  constituents; 

•Providing  overall  program  direction  as  well  as  individual 
guidance  and  direction  to  staff 

•Providing  leadership  and  developing  philosophy  and  pro¬ 
grams  to  enhance  the  relationship  and  increase 
understanding  between  FDA  staff  and  its  constituents; 
•Participating  in  the  formulation  of  the  basic  policies  and 
operational  philosophy  which  guide  the  Office  in  imple¬ 
menting  its  communications  responsibilities; 

Programs  may  include,  but  are  not  limited  to  such  ideas  as:  on¬ 
site  or  regional  town  meetings,  videoconferencing,  educational 
videotapes,  public  workshops,  outreach  conferences  and 
printed  material  designed  to  enhance  discussion  of  mutual 
issues  and  educational  opportunities. 

QUALIFICATIONS  REQUIREMENTS:  The  incum¬ 
bent  should  have  strong  managerial  experience,  and  extensive 
experience  in  developing,  directing  and  implementing  a  com¬ 
munications  management  program  for  a  large  organization. 
The  incumbent  must  have  a  minimum  of  30  semester  hours  of 
science  at  the  college  level.  Positions  in  the  civil  services 
require  U.S.  citizenship. 

SALARY:  Position  is  at  the  GS-15  level  with  a  salary  range 
of  $71,664  -  $93,166.  Salary  and  benefits  commensurate  with 
experience.  Additional  bonuses  may  be  applicable. 

HOW  TO  APPLY:  Submit  resume  (or  c.v.),  transcripts 
and  cover  letter  indicating  you  are  applying  under  SRC  306 
prior  to  December  30.  Information  received  after  that  date  will 
not  be  considered  for  the  position.  Send  to: 

DHHS/PHS/Food  and  Drug  Administration 

Center  for  Drug  Evaluation  and  Research 
5600  Fishers  Lane;  HFD-505;  Rm.  6B-17 
Rockville,  MD  20857 

FDA  IS  AN 

EQUAL  OPPORTUNITY  EMPLOYER 
AND  HAS  A  SMOKE  FREE  ENVIRONMENT 


EDITOR  &  PUBUSHER 
Award-winning  publishing  company 
seeks  Editor  &  Publisher  for  quarterly 
'Simply  Seafood'  and  launch  of  semi¬ 
annual  travel/lifestyle  magazine. 
Excellent  opportunity  for  talented,  effi¬ 
cient  writer  with  extensive  magazine 
experience  and  an  abundance  of  story 
ideas.  Strong  interest  in  cooking,  spas, 
and  lifestyle  desired.  Send  resume  and 
clips  to  John  Pappenheimer,  Simply 
Seafood,  5305  Snilshole  Ave.  NW, 
Suite  200,  Seattle,  WA  98107. 


EDITORIAL  PAGE  EDITOR  -  We're 
looking  for  a  compassionate  con¬ 
servative  who  believes  that  cammunity 
journalism  is  the  key  to  our  industry's  sur¬ 
vival.  Our  mid-size  daily  in  the  growing 
Southeast  needs  a  wordsmith-walchdog 
who,  through  powerful  editorials,  will 
make  sure  local  government  is  doing  its 
job.  Excellent  copy-editing  skills,  a  keen 
sense  of  fairness  and  a  good  tense  of 
humor  are  a  must.  You  should  hove  at 
least  two  years  experience  as  an 
editorialist  or  editorial  page  editor. 
Respond  to  Box  07617,  Editor  &  Pub¬ 
lisher. 


EDITORIAL  PAGE  EDITOR 

A  Zone  5  mid-sized  daily  seeks  an 
experienced  editor  to  give  a  strong 
local  voice  to  our  editorial  page.  This 
editor  must  learn  about  the  community 
and  the  issues  that  matter  to  our 
readers.  The  newspaper  is  traditionally 
conservative,  but  local  positions  are 
determined  based  on  the  issues'  merits. 
We  offer  a  competitive  salary  and 
benefits  package  and  a  high  quality  of 
life 

Experience  writing  editorials  is  pre¬ 
ferred,  but  we  will  consider  applicants 
with  at  least  three  years  editing  experi¬ 
ence  on  a  daily  newspaper.  Send  cover 
letter,  resume  and  writing  samples  to 
Box  0761 9,  Editor  &  Publisher. 


EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-f  current  open¬ 
ings  nationwide.  Entry/early  career. 
Writer-Editor-EP,  P.O.  Box  40550, 
5136  MacArthur,  Washington,  DC 
20016;  (703)  506-4400. 


EDUCATION  REPORTER  for  11,000  7- 
doy  AM  in  small  city  with  two  colleges. 
Assertive,  motivated  and  productive 
person  needed.  Send  letter,  resume  and 
writing  samples  to:  John  Kauffman, 
managing  editor.  The  Advertiser-Tribune, 
P.O.  Box  778,  Tiffin,  OH  44883. 


EDUCATION  REPORTER  needed  for 
Capitol  city  daily.  We  are  looking  for 
someone  with  one  or  two  years  solid 
reporting  experience  who  will  bring 
enthusiasm  and  excellence  in  writing  to 
our  education  beat.  Will  be  responsible 
for  covering  two  local  school  districts, 
community  college  and  the  nearby  uni¬ 
versity.  Send  resume,  clips  and 
references  to  Mary  Woolsey,  managing 
editor,  Wyoming  Tribune-Eagle,  702 
West  Lincolnway,  Cheyenne,  WY 
82001  or  fax  to  (307)  638-7330. 
ENTRY-LEVEL  Sports  Reporter  who  can 
handle  other  editorial  chores  needed  at 
growing  Southern  Nevada  twice- 
weekly.  Call  Rich  at  (702)  727-5102. 


EDITORS 

Publisher  of  special-interest  magazines 
seeks  experienced  Editors  for  Kitchen 
Garden,  a  new  bi-monthly  vegetable¬ 
gardening  magazine  with  a  dant  on 
cooking  and  garden  design.  We're 
looking  for  journalists  who  are  also 
enthusiastic  vegetable  gardeners  for  the 
following  positions. 

CHIEF  EDITOR 

A  seasoned  magazine  journalist  wi*h 
5+  years  editorial  experience  to  direct 
the  program  of  article  acquisition,  plan 
issue  lineups,  manage  staff  and  monitor 
the  department  budget. 

ASSOCIATE  EDITOR 
At  least  3  years  of  magazine  or  news¬ 
paper  experience  with  proven  writing 
and  editing  skills.  Travel  required  to 
find  work  with  authors.  Photographic 
skills  an  asset. 

We  offer  competitive  salaries,  excellent 
benefits  and  a  pleasant  work  environ¬ 
ment,  located  approx.  1-1/2  hrs  from 
NYC.  Send  resume  indicating  position 
of  interest  to  Personnel  Dept: 

The  Taunton  Press 
63  S.  Main  Street,  Box  5506 
Newton,  CT  06470 
An  Equal  Opportunity  Employer 


EXECUTIVE  SPORTS  EDITOR  -  This  is 
the  major  leagues.  We're  looking  for 
an  aggressive,  design  and  planning- 
oriented  editor  to  supervise  our  14- 
person  sports  desk.  We  cover  the 
Detroit  Lions,  Pistons,  Red  Wings  and 
Tigers,  the  University  of  Michigan  and 
Michigan  State,  local  colleges,  and 
more  than  forty  high  school  sports  pro¬ 
grams.  We're  located  in  a  county  rich 
with  outdoor  recreation  sports,  too. 

The  primary  responsibilities  include 
daily  design  and  content  of  the  sports 
section,  planning  for  weekend  and 
special  packages,  and  supervision  of 
the  growing  writing  and  editing  staff. 

Our  ideal  candidate  possesses  strong 
page  design  skills,  familiarity  with 
QuarkXPress,  experience  in  making 
news  judgments,  and  a  background  in 
headline  writing  and  copy  editing. 

The  Oakland  Press,  a  Capital  Cities/ 
ABC  publication,  has  been  named  best 
newspaper  in  its  circulation  class  three 
of  the  last  six  years,  including  1 994-95. 
Our  sports  section  was  named  No.l 
last  year  by  the  Michigan  Press  Associ¬ 
ation. 

We  value  the  benefits  of  diversity  in  the 
workplace  and  are  committed  to  Equal 
Opportunity  Empbyment.  The  Press  is  a 
morning  daily  (85,000  Monday- 
Saturday  and  100,000  on  Sunday). 
Call  Garry  Gilbert,  managing  editor,  at 
(810)  332-8181,  ext.  311. 


EXPERIENCED  MANAGING  EDITOR 
NEEDED  for  weekly  newspaper  in 
beautiful  Central  Texas  college  town. 
Stock  ownership  negotiable.  Must  hove 
strong  writing  and  "people  management" 
skills.  Respond  to  Box  07601,  Editor  & 
Publisher. 
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HELP  WANTED 

EDITORj/g 


EDITORIAL 


ENTHUSIASTIC,  CREATIVE,  well- 
organized  assignment  editor  needed  at 
20,000-circulatian  upstate  New  York 
Mon-Sat  daily.  Will  work  with  staff  of  7 
reporters,  including  4  in  bureaus.  Must 
be  able  to  work  closely  with  other 
editors  in  producing  stories  with  depth. 
Editing  experience  preferred;  reporting 
experience  a  must.  Send  resumes  to 
Cary  Brunswick,  managing  editor.  The 
Daily  Star,  P.O  Box  2M,  Oneonta,  NY 

13820. _ 

FOOD  EDITOR 

V/rite  about  food  in  the  gourmet  center 
of  the  country.  The  Bay  Area's 
Alameda  Newspaper  Group  is  looking 
for  an  energetic  food  editor,  a  writer 
with  a  creative  approach  toward  food 
and  nutrition.  Candidates  should  be 
experienced  food  writers  who  are 
versatile,  able  to  spot  culinary  trends, 
report  on  food  news  and  nutrition  and 
enhance  the  food  section  with  a  lively, 
new  approach.  The  Alameda  Newspa¬ 
per  Group  publishes  the  Oakland 
Tribune  and  four  suburban  newspapers 
in  the  East  Bay.  Ta  apply,  send  a  cover 
letter,  clips  and  resume  to  Catherine 
Chriss,  assistant  features  editor,  in  care 
of  the  Alameda  Newspaper  Group, 
4770  Willow  Road,  Pfeasantan,  CA 
94588. _ 

INNOVATIVE  six-day  30,000  PM  seeks 

reporter.  Recentgroduate  with  stellar  clips 
ok,  prefer  promising  rookie  with  time  on 
weekly  or  small  daily.  Outside  and 
Outdoor  Life  magazines  rate  ours  a  top 
Rockies  town.  Send  resume  and  clips 
ASAP.  Dean  Miller,  The  Post  Register,  Box 
1800,  Idaho  Falls,  ID  83403. 

LAYOUT/COPY  EDITORS 
Knight-Ridder  daily  newspaper  seeks  two 
editors  to  lay  out  locally  produced 
sections.  Strong  design  and  word  skills 
as  well  as  a  Macintosh  background  are 
desirable. 

Please  send  resume  and  examples  of 
your  work  to: 

Chuck  Crouch 
Executive  News  Editor 

Columbus  Ledger-Enquirer 

P.O.  Box  71 1 

Columbus,  GA  31 902-071 1 
MANAGING  EDITOR 
Creative  news  professional  sought  to 
oversee  the  news  gathering,  editing  and 
packaging  of  aggressive  daily  in  fiercely 
competitive  market.  The  successful 
candidate  will  be  able  to  motivate  a  staff, 
design  pages,  lead  an  investigation  and 
run  a  newsraom  of  award-winning 
journalists.  This  individual  should  have 
extensive  daily  newspaper  management 
experience,  praven  people  skills  and  a 
vision  for  excellence.  Candidates  should 
send  recent  copies  of  their  newspaper, 
resume  and  a  letter  outlining  their 
newspaper  philosophy  to  Allison  Walzer, 
senior  vice  president  and  editor.  The 
Times  Leader,  15  N.  Main  St.,  Wilkes- 

Barre,  PA  18711  0250.  EOE. _ 

REPORTERS  -  The  Odessa  American,  a 
28,000  AM  (34,000  Sunday),  has 
openings  for  city  hall  and  general 
assignment  reporters.  Send  resume  and 
clips  to  Patricia  Gordon,  City  Editor, 
P.O.  Box  2952,  Odesso,  TX  79760. 
REAL  ESTATE  REPORTER  for  business- 
oriented  weekly.  Detail  oriented,  fast, 
able  ta  develop  long-term  sources. 
Write  with  resume,  clips  to  Michael 
Lewis,  editor,  Miami  Today,  P.O.  Box 
1368,  Miami,  FL  33101. 


MANAGING  EDITOR-ATLANTA.  We 
hire  the  best  and  the  brightest,  and  cur¬ 
rently  seek  a  hard-charging,  hard-news 
journalist  to  manage  our  12-person 
news  operation.  Candidate  must  have 
substantial  assigning,  editing  and 
production  experience.  Every  business 
day  the  Fulton  County  Daily  Report 
gives  a  sophisticated  readersnip  cam- 
pelling,  uncompromising  coverage  of 
the  justice  system  and  the  legal  busi¬ 
ness.  When  it  cames  to  stories  of  peo¬ 
ple  in  prison  who  shouldn't  be  there, 
uncovering  the  economics  of  powerful 
law  firms,  or  stories  on  the  people  and 
strategies  behind  major  lawsuits,  our 
reporters  and  editars  work  harder, 
write  better,  and  care  more  about 
accuracy  than  anyone  else.  Our  stories 
make  a  difference,  and  they  also 
happen  to  win  awards.  We  offer  true 
professional  fulfillment,  a  competitive 
salary  and  unbeatable  benefits.  We  are 
part  of  American  Lawyer  Media,  the 
largest  legal  journalism  company  in  the 
world,  a  Time  Warner  affiliate.  Reply: 
Richard  Gard,  Box  353,  190  Pryor 
Street,  S.W.,  Atlanta,  GA  30303,  fax 
(404)  523-5924.  No  calls,  please. 


NATIONAL  AWARD-WINNING 
weekly  in  northwestern  Montana  needs 
a  managing  editor  experienced  in  writ¬ 
ing,  editing,  layout  and  photography. 
A  great  job  in  a  beautiful  area.  Send 
resume  and  work  samples  to  Hungry 
Horse  News,  P.O.  Box  189,  Columbia 
Falls,  MT  5991 2. 

NATIONAL  SPORTS  JOBS  WEEKLY 

PO  Box  5725  Glendale  AZ  8531 2 
(602)  933-4345  $39-4  Issues 
NEWS  EDITOR  -  30,000  AM  in  Zone  6 
seeks  news  editor  to  direct  night  opera¬ 
tion.  Management,  editing  and  page- 
design  experience  required.  Send 
resume  and  two  page-one  tearsheets 
from  current  newspaper  to  Box  07610, 

Editor  &  Publisher. _ 

NEWS  EDITOR 

Ready  to  be  the  No.  3  person  in  the 
newsroom?  A  50,000-circulation  daily 
on  the  Mississippi  Gulf  Coast  is  looking 
for  a  news  editor  who  can  be  a 
newsroom  leader.  Strong  teaching, 
coaching  and  people  skills  a  must. 
Know  st^e,  elements  of  good  writing 
and  gaod  headline  writing.  Have  at 
least  3  years  experience  on  copy  desk. 
Send  resume,  clips,  references,  cover  let¬ 
ter  to  Andrea  Yeager,  managing  editor. 
The  Sun  Herald,  P.O.  Box  4567,  Biloxi, 
MS  39535-4567,  or  fax  to  (601)  896- 

2104. _ 

THE  PRAGUE  TRIBUNE,  a  bilingual 
business  publication  that  covers  the  Czech 
and  Slovak  Republics,  is  seeking 
experienced  business  writers  and  editors. 
Full  and  part-time  positions  available. 
Must  be  willing  to  relocate  to  Prague. 
Salary  negotiable,  relocation  costs  not 
covered.  Send  resume  and  clips  to: 
Christine  Fauci,  The  Prague  Tribune, 
Americka  1 7,  Praha  1 20  22  Czech 

Republic. _ 

SPORTS  EDITOR  -  A  leader  needed  to 
guide  quality  effort  to  next  level  on  mid¬ 
sized  community  daily  in  Nartheast. 

Box  0761 2,  Editor  &  Puplisher. _ 

WRITER  -  Society,  features,  hard  news, 
pictures.  Allan  Evans,  Russell  (Kan.) 
Daily  News,  (91 3)  483-21 1 8. 
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PAGE  DESIGNERS 

The  Savannah  News-Press  is  looking 
for  news  and  features  designers  who, 
above  all,  blend  news  judgment  and  vis¬ 
ual  skills.  Candidates  srKXjId  hove: 

•Talent  for  typography,  color  and  photo 
use. 

•Mac  skills,  including  QuarkXPress, 
Illustrator,  Freehand  and  Photoshop. 
•AbiliN  to  help  plan  projects. 

•The  desire  to  be  leoders. 

Write:  Dan  Suwyn,  managing  editor, 
P.O.  Box  1088,  Savannah,  GA  31401 . 

PHOTO  EDITOR  sought  for  The  Bay 
City  Times  to  help  illustrate  the  lives  of 
the  cieople  in  the  Boy  area  of  Michigan. 
Will  supervise  a  staff  af  three  phato- 
raphers,  an  intern  and  a  part-timer, 
uccessful  job  candidate  will  combine 
technical  know-how  in  shooting  photo¬ 
graphs  and  electronic  processing  with 
the  communication  and  persanality 
skills  needed  to  manage  a  hard¬ 
working  department.  Applicants  should 
send  a  cover  letter,  resumte  and  exam- 

les  of  their  work  to  Editor  Paul  M. 

eep.  The  Bay  City  Times,  31 1  Fifth 

Street,  Boy  City,  Ml  48708. _ 

PHOTOGRAPHER  WITH  COMPUTER 
Skills  needed  at  The  Conway  Daily  Sun, 
a  1 3,800  circulation  daily  in  North  Con¬ 
way,  NH.  Alang  with  shaoting  news 
and  features,  the  full-time  positian 
entails  scanning  images  and  paginating 
phato  spreads.  Clips,  resume  to  P.O. 
Box  1 940,  North  Conway,  NH  03860. 
RARE  OPPORTUNITY  for  individual 
with  strong  oral  and  written  communi- 
cat  on  skills  to  work  in  hands-on  learn¬ 
ing  environment  at  highly-specialized 
Stamford  PR  firm.  1-2  years  of  experi¬ 
ence.  Fax  resume  to  Nancy  (212)  420- 

17.)1. _ 

REPORTER  -  Entry  level  and  willing  to 
work  hard  (or  a  year  or  two  while  you 
learn.  The  pace  is  fast,  the  staff  small, 
the  pay  modest,  the  benefits  good.  Col¬ 
lege  degree  required.  Camera  know¬ 
ledge  helpful.  Send  resume,  clips  and 
cover  letter  to:  Cliff  Larimer,  managing 
editor.  Lake  County  Record-Bee,  P.O. 
Box  849,  Lakeport,  CA  95453. 
Western  states  oppliconts  preferred. 
REPORTER.  Gannett  newspaper 
(35,000  daily/50,000  Sunday)  in  Fin¬ 
ger  Lakes  region  of  Upper  State  New 
Yark  seeks  reporter  (or  police  and  pub¬ 
lic  safety  beat.  Must  be  able  to  spot 
trends  and  tell  stories  in  human  terms. 
Send  a  resume,  a  cover  letter,  a  recent 
week's  clips  and  samples  af  best  work 
to:  Charles  W.  Nutt,  editor,  Star- 
Gazette,  201  Baldwin  St.,  Elmira,  NY 
14901.  The  Star-Gazette  is  an  equal 
opportunity  employer. 

SENIOR  EDITOR/ACCOUNT  EXECUTIVE 
Communication  &  design  firm  seeks 
editor/account  executive  to  write  &  edit 
newsletters,  brochures  and  other 
publications  (or  education  clients. 
Experience  covering  education  reform  a 
must.  Publications  management  and 
client  service  experience  essential. 
Competitive  sabry  and  benefits.  Resume, 
samples  to  KSA  Group,  3030  Cbrendon 
Blvd.  #260,  Arlington,  VA  22201 .  Fax: 

(703)  528-9692.  No  calls. _ 

SENIOR  EDITOR  for  Trade  Magazine. 
5  year  minimum  experience  in  copy 
editing,  writer/correspondent  man¬ 
agement,  layout.  Resume  &  samples: 
Leisure  Publications-AB;  3923  W.  6th 
St.,  #407,  Los  Angeles,  CA  90020. 
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ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  ta  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston  and 
San  Francisco.  We  publish  in-depth, 
well-crafted  stories  that  explore  the 
issues,  events  and  personalities  that 
make  our  communities  tick.  Our  stories 
inform  and  entertain  readers,  pravake 
strong  reactions  and  win  national 
awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  (^-finding  of  daily  papers, 
if  your  copy  is  as  much  a  pleasure  to 
read  as  it  is  well  researched,  we  want 
to  hear  from  you.  There  are  immediate 
openings  for  serious,  issue-oriented 
news  writers  in  Denver,  Houston  and 
San  Francisco.  We  also  need  another 
Spanish-speaking  reporter  (news  or 
feature)  in  Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits. ..and  all  the  space  you 
need  to  put  the  news  in  persp^ve  and 
tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 

time  ond  the  space. _ 

SPORTS  LAYOUT/COPY  EDITOR 

The  Star  Tribune  in  Minneapolis  has 
two  openings  now.  We  need  a  top- 
notch  layout  editor  with  page  design 
experience,  strong  news  judgment  and 
ability  to  work  well  on  deadline  in  a 
fast-paced,  high-pressure  environment. 
Also  seeking  an  experienced  sports 
copy  editor.  Send  letter,  resume  and  work 
samples  to  Tim  Wheatley,  sports  sec¬ 
tion  coordinating  editor,  425  Port¬ 
land  Ave.,  Minneapolis,  MN  55488. 

THE  FAYEHEVILLE  OBSERVER-TIMES, 
a  75,000  daily  in  southeastern  North 
Carolina,  needs  a  reporter  to  cover  city 
hall  and  life  in  Fayetteville.  Top  candi¬ 
dates  have  at  least  three  years  of  expe¬ 
rience.  Send  resume  and  clips  to  John 
Holmes,  personnel  director,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet- 
teville,  NC  28302. _ 

SPORTS  REPORTER 

The  Carroll  County  Times,  a  growing 
23,000  circ.,  7-day  newspaper  in 
Westminster,  MD,  is  seeking  a  sports 
reporter  w/an  unconventional  approach 
&  an  eye  (or  the  offbeat.  Ccmdidotes  will 
be  well-organized,  will  hunt  for  news  and 
will  be  creative,  grammatically  strong 
writers.  Primary  coverage  of  six  high 
schools;  other  coverage  includes 
Baltimore  pro  sports  (NFL,  MLB).  Send 
cover  letter,  resume  and  no  more  than  5 
clips  by  December  23  to  Scott  Bbnchard, 
sports  editor,  Carroll  County  Times,  P.O. 
Box  346,  Westminster,  MD,  21 1 58. 
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The  Kansas  City  Star  is  seeking 
reporters  for  projected  openings  in  its 
twice-weekly  suburban  community 
newspapers.  These  jobs  are  well-suited 
to  recent  college  grads  or  reporters  with 
a  year  of  experience  at  a  small  town 
newspaper. 

These  jobs  last  24  months  and  are  a 
chance  to  cover  news  and  write 
features  while  building  a  solid  clip  file. 
Starting  salary:  $355/ week.  Standard 
company  benefits. 

Candidates  should  have  a  college 
degree.  They  also  should  have  spent  a 
year  on  a  small  town  paper  or  have  com¬ 
pleted  at  least  one  summer  internship. 
Our  most  successful  applicants  have 
had  summer  jobs  on  both  small  town 
papers  and  metros.  Women,  minorities 
and  disabled  persons  are  encouraged 
to  apply. 

Please  send  cover  letter,  resume,  list  of 
references  and  copies  of  your  10  best 
clips  (no  originals,  please)  to  Michael 
Nelson,  managing  editar/Johnson 
County,  The  Kansas  City  Star,  8455  Col¬ 
lege  Blvd.,  Overland  Park,  KS  66210. 

No  telephone  calls,  please 


Opportunity  for  person  with  strong 
editorial  skills  and  interest  in  test  deveh 
opment.  Work  includes  editing  essay 
and  multiple-choice  questions,  and 
production-related  quality  control  for 
graduate/professional- level  testing 
program.  Test  Editor  position  located  in 
educational  service  firm's  national 
offices  in  midwestern  university  com¬ 
munity.  Compensation  includes 
excellent  benefit  program. 

Must  have  bachelor's  degree  in  English 
or  related  field,  with  strong  foundation 
in  language/writing;  2-3  years 
editorial  experience.  Women  and  peo¬ 
ple  of  color  especially  encouraged  to 
apply. 

To  apply,  submit  letter  of  application 
and  resume  to  Human  Resources 
Department,  ACT  National  Office, 
2201  N.  Dodge  St.,  P.O.  Box  168, 
Iowa  City,  lA  52243. 

ACT  is  an  Equal  Opportunity  Employer. 


WE  ARE  SEARCHING  for  an  ambitious, 
energetic  sports  writer  at  a  20,000 
circulation  daily  newspaper  on  the  U.S. 
-  Mexico  border  and  only  25  miles 
from  the  attractive  Gulf  of  Mexico.  Cov¬ 
erage  includes  prep  sports  and  Division 
I  university.  Former  sports  writers  have 
advanced  to  the  Boston  Globe  and 
Houston  Chronicle.  Current  daily  news¬ 
paper  experience  preferred.  Ability  to 
speak  Spanish  helpful.  Submit  resume 
and  best  three  clips  including  a  calumn 
or  feature  to  Jim  Irish,  sports  editor, 
Brownsville  Herald,  P.O.  Box  351, 
Brownsville,  TX  78520.  No  phone  calls. 

Whoso  diggeth  a  pit  shall  fall  therein. 

Proverbs 


ZONE  2  METRO  AM  Daily  seeks 
deputy  business  editor.  Must  be  skilled, 
hard  driving  editor  who  can  generate 
story  ideas,  assign  and  edit  stories, 
manage  staff  and  help  to  develop 
layout  and  graphics  for  section.  You 
must  possess  strong  writing  and  editing 
skills  and  hove  at  least  5  years  experi¬ 
ence  editing  and  reporting  on  financial 
subjects.  Managerial  experience  pre¬ 
ferred.  Send  resume/clips  to  Box 
07625,  Editor  &  Publisher. 


EMPLOYMENT  OPPORTUNITIES 


$35,000/YR.  INCOME  POTENTIAL. 
Reading  books.  Toll  Free  1  (800)  898- 
9778  Ext.  R-5189  for  details. 


$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list¬ 
ings. 


COMPTROLLER 

European  Stars  &  Stripes  (ES&S),  a 
daily  newspaper  based  in  Germany, 
seeks  an  experienced  "take  charge" 
comptroller.  ES&S  is  a  nonappropriated 
fund  activity  af  the  U.S.  Government 
and  provides  a  free-flow  of  information 
to  its  audience  in  Europe.  Government 
experience  with  nonappropriated  and 
appropriated  funds  is  strongly  desired. 
Prefer  MBA  and  10  years+  financial 
experience  with  at  least  two  years  as  a 
comptroller.  Compensation  package  up 
to  $89,000  which  includes  basic 
salary,  housing  and  cost-of-living  plus 
relocation  allowances,  depending  on 
qualifications.  A  three-year  contract  is 
required.  Applicants  must  be  a  U.S. 
citizen.  Fax  or  mail  resume  and  cover 
letter  to  (011-49)  6155-601-389  or 
send  to  European  Stars  &  Stripes,  ATTN: 
General  Manager,  Unit  29480,  APO, 
AE  09211.  We  are  an  equal 
opportunity  employer.  Applications 
must  be  received  at  ES&S  not  later  than 
December  22,  1995.  For  further 
information  regarding  this  position,  call 
(011-49)6155-601-233. 


FREELANCE  OPPORTUNITIES 


FREELANCE  JOURNALISTS 
Stuck  at  home?  National  newsletter 
publisher  in  security  management  field 
seeks  freelancers  available  during  regu¬ 
lar  working  hours,  good  at  phone 
interviewing,  straightforward  writing. 
Send  resume  to  P.O.  Box  190,  Port 
Washington,  NY  1 1 050. 


INFORMATION  SYSTEMS 


APPLICATIONS  SPECIALIST  -  The 
Cedar  Rapids  Gazette,  a  daily  news¬ 
paper  in  one  of  the  fastest  growing 
technology  regions  of  Eastern  Iowa,  is 
seeking  an  experienced  format  writer  to 
work  in  our  MIS  department.  Qualified 
candidates  must  have  5  years  experi¬ 
ence  with  Sll  systems  with  emphasis  on 
formatting  and  Styl  programming  and 
should  have  thorough  knowledge  of 
newspaper  layout  and  design  etiquette. 
Experience  with  Macintosh  pagination 
software  i.e.  QuarkXPress  and  other 
aspects  of  Sll  systems  features  such  as 
Rgen  and  Lgen  would  be  a  plus.  Send 
cover  letter  and  resume  to  P.A.  Thoms, 
The  Gazette  Company,  P.O.  Box  511, 
Cedar  Rapids,  lA  52406.  EOE. 


INFORMATION  SYSTEMS 


SYSTEMS  APPUCATIONS  SPECIAUST 

European  Stars  &  Stripes  (ES&S),  a 
daily  newspaper,  near  Darmstadt, 
Germany,  seeks  a  Systems  Applications 
Specialist  with  MAC,  PC,  DOS,  Win¬ 
dows,  networking,  and  digital  imag- 
ing/Phatoshop  and  other  newspaper 
and  general  applications  experience. 
ES&S  is  a  nonappropriated  fund 
activity  of  the  U.S.  Government  and 
provides  a  free-flow  of  information  to 
its  audience  in  Europe.  Compensation 
package  of  at  least  $55,000  including 
base  salary,  housing  allowance,  cost  of 
living  allowance  and  round-trip  reloca¬ 
tion  expenses.  Three  year  agreement 
required.  Must  be  a  U.S.  citizen.  Fax  or 
mail  resume  and  cover  letter  to  (01 1- 
49)  6155-601-389  or  send  to  Euro¬ 
pean  Stars  &  Stripes,  ATTN:  General 
Manager,  Unit  29480,  APO,  AE 
09211.  We  are  an  equal  opportunity 
employer.  Applications  must  be 
received  at  ES&S  not  later  than  Decem¬ 
ber  22,  1995.  For  further  information 
regarding  this  position,  call  (01 1  -49) 
6155-601-233. 


Sll  SYSTEMS  PROGRAMMER 

The  BaltiniK>re  Sun  is  seeking  an  experi¬ 
enced  Sll  systems  programmer  to 
manage  our  Sll  news,  library,  and 
classified  systems,  and  to  participate 
the  implementation  of  updated  news 
and  classified  systems.  The  ideal  candi¬ 
date  will  hove  five  to  ten  years  of  pub¬ 
lishing  systems  experience,  detailed 
knowledge  of  newspaper  production 
and  printing,  direct  experience  with  Sll 
hardware  and  software  systems,  and 
an  ability  to  work  closely  with  system 
users.  An  undergraduate  degree  in  com¬ 
puter  science  or  related  fields  is  highly 
desirable. 

If  you  are  goal  oriented,  can  wark 
independently,  and  possess  strong 
leadership,  planning,  and  communica¬ 
tion  skills,  reply  to: 

Don  Ruthig 

Director,  Systems  and  Support 
The  Baltimore  Sun 
501  North  Calvert  Street 
Baltimore,  MD  21 278 
email:  DRuthig@Clark.net 


THOMSON  NEWSPAPERS,  South 
Georgia  Strategic  Marketing  Group  in 
Valdosta,  GA  seeks  an  Information 
Technology  professional.  Responsible  for 
development  of  plans,  budgets,  staffing 
and  management  of  project  teams  to 
implement  and  maintain  systems  and 
programs  used  in  publishing,  production 
ana  distribution.  BS  in  Computer  Science 
or  equivalent  7-10  years  related 
experience  required.  Attractive 
compensation  and  career  opportunity. 
Send  resumes  to:  Director  of  Human 
Resources,  South  GA  SMG,  P.O.  Box 
5949,  Valdosta,  GA  31603-5949. 

MAILROOM 

WANTED:  Mailroom  Operations  Man¬ 
ager.  Applicants  should  have  at  least  5 
years  supervisory  experience  in  the  dis¬ 
tribution  area  of  a  30,000  or  larger 
daily  circulation  newspaper  with  mod¬ 
erate  to  heavy  zoning.  Extensive  know¬ 
ledge  in  the  set  up  and  operation  of 
MuHer  227  inserters  a  must.  Opera¬ 
tional  knowledge  of  bindery  and  mail¬ 
ing  operations  a  plus.  Send  resumes  to 
Barbara  Cashian,  human  resources 
director,  Bradenton  Herald,  102 
Manatee  Avenue  West,  Bradenton,  FL 
34205. 


MAILROOM  BINDERY  MANAGER  - 
Rural  Zone  9  newspaper  and  com¬ 
mercial  printer  seeks  person  with  strong 
mechanical  and  supervisory  skills  lo  run 
busy  mailroom,  bindery  and  inserting 
operation.  Proven  management  skilfs 
required  ta  supervise  staff  of  60  in 
diverse  24  hour  operation.  We're  look¬ 
ing  for  a  hands-on  person  with  working 
knowledge  of  Cheshire  labelers  and 
postal  regulations.  Experience  with 
Muller-Martini  (or  similar)  stitcher/ 
trimmers  and  inserting  machines  a  plus. 
Unique  opportunity  for  a  skilled  pro¬ 
fessional  to  live  and  wark  in  a  beautiful 
country  setting.  Send  resume  and  salary 
history  to  Steve  Jackson,  Paradise  Post, 
P.O.  Drawer  70,  Paradise,  CA  95969 
or  FAX  (91 6)  877-5213. 


MARKETING 


MARKETING  DIREaOR 

REQUIRED:  Marketing  experience  in 
publishing;  plan  and  execute  marketing 
plan  &  budget'  sharpen  sales  focus  and 
productivity;  develop  major  new  prod¬ 
uct  initiatives.  Send/fax  cover  fetter, 
resume,  salary  history/requirements  (no 
calls)  to  HR,  360  S.  Hope  Avenue, 
#300C,  Santa  Barbara,  CA  93105,  fax 
(805)563-1239. 


DIREQOR  OF  NEWSPAPER  SERVICES 

The  Newspaper  Association  of  America 
is  seeking  a  dynamic  manager  to  fill  the 
post  of  Director  of  Newspaper  Services. 
This  position  is  responsible  for  manag¬ 
ing  a  variety  of  newspaper  operations 
research  projects  in  the  prepress,  press, 
and  post-press  areas.  Other  duties 
include  coordinating  educational  can- 
ferences  on  newspaper  technology  sub¬ 
jects,  conducting  advisory  services  for 
member  newspapers,  and  managing  a 
staff  af  research  managers  and  techni¬ 
cians.  The  successful  candidate  will 
have  at  least  five  years  of  newspaper 
operations  management  experience 
and  be  adept  at  managing  people.  Par¬ 
ticular  knowledge  of  press  and  post¬ 
press  issues  will  be  a  strong  plus.  Send 
resume  and  salary  history  to  NAA, 
Attn:  Personnel,  1 1 600  Sunrise  Valley 
Drive,  Reston,  VA  22091 . 


PRODUaiON  DIREQOR 
Fast-paced  newspaper  group  seeks 
hands-on  person  to  oversee  press,  mail 
and  page  assembly  at  our  two-shift 
operation.  In  addition  to  20-plus 
weekly  newspapers,  we  also  handle 
some  commercial  printing.  As  part  af  a 
rapidly  expanding  Boston  suburban 
newspaper  group,  we  offer  plenty  of 
opportunities  and  challenges.  Please 
send  your  resume  in  confidence  to: 

ELLIN  CARROLL 
NORTH  SHORE 
COMMUNITY  NEWSPAPERS 
152  SYLVAN  STREET 
DANVERS,  MA  01 923 

RESEARCH 

RESEARCH  -  CHIEF  ECONOMIST 

REQUIRED:  Experienced  business 
economist;  international  trade,  business 
finance  and  on-line  research;  data¬ 
bases,  word  processing.  Will  provide 
editorial/ research  analysis/direction. 
Bilingual  preferred.  Send/fax  cover  let¬ 
ter,  resume,  salary  history/ requirements 
(no  calls)  to  HR,  360  S.  Hope  Avenue, 
#300C,  Santa  Barbara,  CA  93105,  fax 
(805)  563-1239. 
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CLASSIFIED  ADVERTISING  RATES 

Foretgn/Positlons  Wanted  Advertisers  Must  Pre-Pay. 
Effective  January  1. 1996 


UNEAE^ 

1  week-$8.60  per  line 

2  weeks-S7.60  per  line,  per  issue. 

3  weeks-S6.66  per  line,  per  issue. 

4  weeks-S5.76  per  line,  per  issue. 


POSITIONS  WANTED 

1  week-S4.20  per  line 

2  weeks-$3.60  per  line,  per  Issue. 
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EditorS'Piiblisher 


POSITIONS  WANTED 


ACADEMIC 

EDITORIAL 

JOURNALISM  PROFESSOR,  strong 
teaching  track  record,  wants  term  or 
tenure-track  appointment  for  spring  or 
fall  of  1996.  Strong  writing,  computer- 
assisted  journalism  skills.  Weil  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  Arrica,  Latin  America. 
M.A.j.,  fluent  Spanish.  Bill  Wright,  714 
3rd  Ave.  South,  Columbus,  MS  39701. 
Tel:  (601)  329-0097,  fax  (601)  329- 
0072. 

US-BASED  BRITISH  Medical  Editor/ 
Publisher.  700+  articles,  2  Books. 
Accomplished  speaker,  negotiator.  Fax 
(215)  351-8522. 

WRITER/WORDSMITH,  Mencken/ 
Bierce  wit,  sharply  analytic,  seeks 
advance  from  small  daily  to  larger,  pre¬ 
ferably  editor,  columnist,  news,  religion 
editor.  Steve  Snyder  (903)  378-2088, 
fax  (903)  583-8321,  314  N.  Center, 
Bonham,  TX  75418. 

FREELANCE 

REGIONAL  SALES  DIRECTOR-Strong 
national  newspaper  contocts.  Over  20 
successful  years  in  sales,  nKinagement, 
and  marketing.  Seeks  aggressive  com¬ 
pany  on  West  Coast.  Extensive  know¬ 
ledge  in  newspapers,  TV  magazines 
ana  other  advertising  mediums.  Travel 
ok.  Strong  work  ethic,  communication/ 
negotiation  skills,  team  player,  and 
creativity.  Marty  (909)  780-9799. 

SOUTH  FLORIDA  Freelancer/ Stringer, 
high-tech  features,  CyberCurmudgeon 
column,  op-eds.  For  electronic 
brochure,  e-mail  stringer^reply.net.  No 
message  required.  (9£l)  722-1160. 

PHOTOGRAPHER/WRITER 

ENGUSH  PRESS  PHOTOGRAPHER,  25, 
seeks  challenging  positian  with  busy 
agency  or  daily.  Currently  working  on 
and  off  diary  tor  British  dailies.  Hard 
working,  resourceful  and  self  motivated 
with  full  kit  including  mobile  wire  facil¬ 
ity.  Cuttings  and  references  available. 
Contact  Graeme  Winlow  by  phone  or 
fax  on  011  (44-116)  264-0356  or 
write  at  7  St.  Columba  Way,  Syston, 
Leicester,  LE7  1 RP  ENGLAND. 

PRESSRCX^M 

EDITORIAL 

AWARD-WINNING  JOURNALIST.  25 
years  plus  with  mainstream  and  gay 
press.  17  years  at  Billboard  in  L.A., 
Vegas,  Buffalo.  (West  coast  editor  of 
roaio/TV).  B.A.  in  broadcast  journal¬ 
ism.  Will  relocate.  (716)  652-1193.  e- 
nxjil:  MonfordjrSdool.com. 

JOURNALISTIC  TEMP.  Will  fill-in  as 
needed  (independent  contractor).  5 
years  reporting/features  Zone  5  dailies 
(120K  circ.)  Excellent  references.  Have 
laptops  and  cameras.  Will  travel. 
Energetic,  Self-Starter.  Phil  Jacobs 
(500)  437-1937  or  (217)  421-5809. 

WORKING  PRESS  FOREMAN 
Seventeen  years  experience  in  all 
phases  of  Offset  Newspaper  prod¬ 
uction.  (Goss  Single/Double  Width 
Presses).  Self  motivoted,  quality  and 
cost  conscious  leader  with  strong 
mechanical  ability  who  places  strong 
emphasis  on  preventative  maintenance, 
which  ultimately  results  in  lower 
newsprint  waste  and  improved  print 
quality.  Reply  lo  Box  07609,  Editor  & 
Publisher. 

STRONG  WRITER-EDITOR  wants  edit¬ 
ing,  editorial  writer,  columnist,  report¬ 
ing,  writing  coach  or  challenging  slot  in 
daily,  we^ly  or  other  publication,  or 
broadcast  or  public  relations.  Well  and 
recently  published  in  major  pub¬ 
lications.  Foreign  correspondent  in 
Asia,  Europe,  Arrica,  Latin  America. 
Fluent  in  Spanish.  Bill  Wright,  714  3rd 
Ave.  South,  Columbus,  MS  39701.  Tel: 
(601 )  329-0097,  fax  (601 )  329-0072. 

TRAVEL  EDITOR 

PART-TIME.  Low  pay  ok!  Guaranteed 
rise  in  advertising  &  readership. 
Travel  Editor:  Jeff  (201 )  773-7966 

EDITOR  &  PUBLISHER:  The  communication  link  of  the 
newspaper  industry  every  week  since  1884. 
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\  Use  zone  number  to  indicate  location  without  specific  identification 


EditordfPublisher  •  December  9,  1995 


43 


by  James  W.  Tankard  Jr, 


LET'S  NOT  LET  COPY-EDITING 
MARKS  BECOME  OBSOLETE 


A  COLLEAGUE  WHO  was  revising 
his  news-reporting  and  writing  text¬ 
book  recently  sought  my  advice. 

It  seems  that  one  of  the  reviewers 
hired  to  comment  on  the  textbook  had 
recommended  that  a  section  present¬ 
ing  copy-editing  marks  be  deleted.  The 
reviewer  was  quoted  as  saying,  “Every¬ 
one  uses  the  computer.  No  one  uses 
the  markings  anymore.” 

I  told  my  colleague  that  I  thought 
the  reviewer  was  wrong.  I  pointed  out 
that  editing  marks  have  one  big  advan¬ 
tage  over  editing  on  a  computer  — 
everyone  involved  can  see  the  way  the 
copy  was  before  the  editing  and  the 


It  seems  to  me  there 
will  always  be 
situations  in  which 
someone  needs  to 
mark  corrections  or 
suggested  changes  on 
a  piece  of  paper. 


suggested  changes,  and  these  two 
forms  are  quite  distinct. 

I  suggested  that  editing  marks  have 
some  obvious  benefits  in  the  classroom 
—  students  can  take  style  quizzes  in 
which  they  are  expected  to  correct 
style  errors,  instructors  have  an  effi¬ 
cient  system  for  marking  corrections 
on  papers,  and  students  can  edit  one 
another’s  work  in  a  way  in  which  the 
suggested  changes  are  very  clear. 

The  benefits  extend  beyond  the 
classroom  setting,  I  argued.  In  many 
kinds  of  collaborative  work,  a  person 
might  want  to  see  what  the  other  party 
is  suggesting  as  a  change,  and  not  have 
it  already  made  in  a  way  that  is  practi- 


Tankard  is  a  professor  of  journalism  at 
the  University  of  Texas  at  Austin. 


cally  invisible.  I  am  thinking  here  of 
co-authored  articles,  books,  and  so 
forth. 

This  need  also  applies  to  work  be¬ 
tween  book  editors  and  authors.  It  has 
been  my  experience  that  even  with 
books  involving  a  lot  of  electronic  pro¬ 
duction,  the  publisher  is  likely  to  send 
you  back  a  copy-edited  manuscript 
upon  which  the  editing  has  been  done 
with  editing  marks. 

My  wife  works  as  a  free-lance  editor, 
primarily  editing  article  manuscripts 
for  professors  and  book  manuscripts  for 
various  authors.  She  uses  editing 
marks  for  99%  of  this  kind  of  work,  I 
told  my  colleague. 

Students  don’t  usually  know  what 
kind  of  work  they  might  end  up  doing. 
They  could  easily  end  up  in  some  job 
where  editing  marks  were  useful  or  ex¬ 
pected. 

Actually,  I  find  it  hard  to  imagine 
doing  away  with  editing  marks.  It 
seems  to  me  there  will  always  be  situa¬ 
tions  in  which  someone  needs  to  mark 


LOREN  GHIGLIONE,  THE  longtime 
owner  of  a  Massachusetts  newspaper 
group,  has  joined  the  staff  of  the  Free¬ 
dom  Forum  Newseum. 

He  will  serve  as  professional-in-resi- 
dence  to  help  with  content  develop¬ 
ment  and  research. 

Ghiglione  formerly  was  president  of 
Worcester  County  Newspapers.  In  No¬ 
vember,  the  company  was  sold  to 
Stonebridge  Press  Inc.,  a  newly-formed 
company. 

Ghiglione  was  president  of  Worcester 
Country  Newspapers  for  26  years.  The 
company  consisted  of  six  paid  weekly 


corrections  or  suggested  changes  on  a 
piece  of  paper. 

Likewise,  there  will  always  be  situa¬ 
tions  in  which  other  people  need  to 
know  what  those  marks  mean.  I  still 
believe  that  journalists  are  some  of  the 
most  likely  people  to  be  in  these  kinds 
of  situations. 

Thomas  Moore  points  out  in  his 
book  Care  of  the  Soul  that  old  things 
have  particular  value  to  the  soul. 
Copy-editing  marks  are  not  exactly 
things,  but  they  are  old  and  they  carry 
a  richness  of  meaning  because  of  that 
past.  They  are  created  by  human  hands 
wielding  a  pencil  or  a  pen,  and  it  is  not 
difficult  to  see  them  as  more  soulful 
than  a  cursor  on  a  computer  screen  or 
a  delete  key  on  a  keyboard.  When  they 
are  put  on  paper,  they  express  some  of 
the  personality  of  the  individual  —  not 
a  bad  attribute  in  these  high-tech 
times. 

Like  the  “30”  at  the  end  of  a  story, 
they  are  a  link  to  journalism’s  rich  past 
—  a  link  that  should  be  preserved. 


newspapers,  one  paid  daily,  and  three 
shopper  publications. 

Ghiglione  built  up  the  company  from 
just  one  newspaper,  the  News,  in 
Southbridge,  Mass.  He  also  served  as  a 
president  of  the  American  Society  of 
Newspaper  Editors. 

In  an  interview,  Ghiglione  said  that  a 
variety  of  factors  influenced  his  deci¬ 
sion  to  sell  the  newspapers,  particularly 
the  “economic  situation  in  New  Eng¬ 
land.” 

Additionally,  he  cited  increased  com¬ 
petition  from  cable  television  and  zoned 
editions  of  local  dailies. 


Ghiglione  joins  Newseum 
after  selling  his  papers 
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ODR  MEDIA  KITS 


ORDER  YOIR 1996  MARKET  GlIDE  TODAY! 


Exclusive  Market  Ranking  Tables 
U.S.  Newspaper  Markets 
Canadian  Newspaper  Markets 
Comprehensive  Maps 

Exclusive  Population,  Income,  Households  and  Farm 
Products  Tables 

Exclusive  Retail  Sales  Census  and  Estimates 

O  Includes  data  for  all  1,694  daily  newspaper  market  cities  in  the  U.S. 
and  Canada,  all  3,141  counties  in  the  U.S. 

O  The  latest  census  figures  and  exclusive  1996  E&P  projections  for  demo¬ 
graphics  and  retail  sales. 

O  Quantitative  and  qualitative  data. 

Reliable  For^caAits  Cii^e^  \ ou  Tko  Ed<ie! 

The  E&P  Market  Guide  forecasts  demographic  composition  and  retail 
sales  with  proven  accuracy.  The  forecasting  model  developed  by  Editor 
&  Publisher  is  based  on  an  array  of  economic  indicators  provided  by  the 
Department  of  Commerce,  the  Bureau  of  Economic  Analysis,  state  data 
centers  and  chambers  of  commerce.  Our  econometric  model  uses  91 
variables  to  project  the  year’s  retail  sales,  income  levels  and  demo¬ 
graphic  composition  of  the  United  States.  The  accuracy  of  forecasting 
in  past  years  has  shown  that  projections  do  not  deviate  more  than  3 
percentage  points  of  the  actual  figures! 
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ORDER  TODAY 


Only  $100.  (Also  available  on  CD-ROM  for  $395.  )  To 
order  look  for  the  convenient  order  card  bound  in  this 
issue  of  Editor  &  Publisher.  Or  call  (212)  675-4380. 
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